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Rough Proofs 


T .e wage raise in the steel indus- 
try was Okayed, but the price in- 
creases were vetoed. That sounds 
qa little like Grimm’s tale of the 
unf rtunate traveler who blew both 
hot ond cold. 


a, le 
Politicians are always trying to 
discover just how to spend more 
government money for worthy ob- 
jects without having to raise taxes. 


vgs 


President Roosevelt has promised 
that freedom of the press and radio 
will be fully maintained. He prob- 
ably knows he couldn’t do anything 
to keep Hugh Johnson quiet, any- 
way. 

 }.F 

A Rough Proofs scout suggests 
that once we were proud of Presi- 
dent Washington because he threw 
a dollar across the Delaware, and 
now President Roosevelt is throw- 
ing seven billions clear across the 
ocean. 

v v v 


If advertising copy for “Citizen 
Kane,” the unreleased RKO movie, 
continues to appear, the public will 
soon know all it needs to about the 
Orson Welles opus without the 
necessity of seeing it. 


7 F ¥ 


If Hollywood is anxious to be 
frank and biographical in its cur- 
rent productions, the little trouble 
Joe Schenck has been having with 
your Uncle Sam might make a very 
interesting scenario. 


-— = © 


Spencer Shoe tells WBZ that re-| 
sponse to its hosiery sale via that | 
station “brought total hosiery sales | 
from a minus figure to a plus figure 
in the short space of one week.’”’ 
That’s overcoming a handicap, all 
right. 


| 


~~ = 


ADVERTISING AGE reports chain 
store sales for the first three months 
of 1941 were 11.5 per cent ahead of 
the figure for the first 1940 quarter. 
Whatever came of that fellow 
Wright Patman? 


, we 


Howard Vincent O’Brien reports 
that Christopher Morley is now 
wearing a full beard. As the author 
of a best seller, Mr. Morley is in a 
position to defy conventions and 
razor ads. 

v v v 


Ely Culbertson tells Louella Par- 
sons that he is through with bridge. 
This may be the tip-off that he’s in- 
vented another card game to write 
a book about. 


a See 
“Only in rare instances,” accord- 
ing to an FTC order against a tech- 


hicai correspondence school, “are 
gracuates able to find employment 
in the industry.’” 


They, of course, are the Phi Beta 
Kapnas. 


= wow 


The definition of advertising pre- 
sented by Apvertisinc AcE has been 
adopted by the Columbia Encyclo- 
pedis and is even being quoted in 
current litigation. But most of the 
boys are less interested in what it 
‘s thin where to get it. 


+, + 


If Brooklyn continues to lose ball 
fams to teams supposed to be of | 
*cord division caliber, the bridge 
‘ gong to be in demand for lineal 
descendants of Steve Brodie. 


cause, will be presented to con- 
|sumers next month when U. S. 
Process Corporation launches a 


Copy Cus. 
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CHINESE PRINTS 
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ME Le es AUTHENTIC CHINES 


LEGENDARY PRINTS 


This full-page copy in Life May 12 will 

announce a new line of “authentic Chi- 

nese legendary prints” in a promotion 

with a new twist to it, sponsored by 
U. S. Process Corporation. 


Chinese Prints Tie 
Style to War Aid 
in New Promotion 


"Fashions of Mercy" 
Closely Related to Kai- 
Shek Cause 


By JUDITH CORTADA 
New York, April 16.—A unique 
fashion idea, inspired by America’s 
sympathy for the Chinese people’s 


campaign in behalf of Authentic 
Chinese Legendary Prints. The 
promotion, keyed to the slogan, 


“Fashions of Mercy,” will include 
among its sponsors such personali- 
ties as Mme. Chiang Kai-Shek, Col. 
Theodore Roosevelt, Jr., and Henry 
R. Luce. 

Manufactured by Belding-Hem- 
ingway Corticelli Company, the 
rayon shantung fabric uses Chinese 
legends with allegorical figures or 
symbols and Chinese characters as 
motifs. All fabric is sanitized by 
U. S. Process “for personal dainti- 
ness.” Tying in with the current 
trend toward Chinese fashions and 
the noticeable popularity of shan- 
tung, the new prints will be offered 
chiefly in dresses but also in hand- 
bags, hats, umbrellas, pajamas, 
men’s wear and various accessories 
in addition to yard goods. Promo- 
tion will also utilize the slogan 
“Mercy by the Yard.” 


Chinese Tie-Up 


Advertising Men 


Ponder Effects of 


Auto Curtailment 


Effects of Freezing of 


Steel Prices Also Being 
Studied 


New York, April 18.—While limi- 
|} tation on production of automobiles 
and the growing trend toward freez- 


are bound to have severe repercus- 


opinion here today indicates that 
advertising and 
terests see several favorable aspects 
in the situation. 

There seems to be little doubt 
that car advertising will suffer as 
a result of the industry's agreement 


to cut production 20 per cent on 
1942 models, but most informed 


sources feel that dealer copy, rather 
than factory-placed newspaper and 
magazine space, will be chiefly hit. 
This is due to the fact that dealer 
advertising is almost invariably 
based on a per-car allotment, and 
fewer cars available will naturally 
be translated into smaller promo- 
tion budgets. Agency men feel 
that the promotion curtailment will 
probably not equal the 20 per cent 
production cut, but will probably 
be at least 10 per cent. 


Some Reduction Inevitable 


They point out, however, the like- 
lihood that some of this reduction 
may be taken up by increased in- 
stitutional advertising by the manu- 
facturers, such as that currently 
running in connection with the de- 
fense program. It is emphasized 
also, that while the auto industry 
has agreed to a 20 per cent produc- 
tion curtailment effective Aug. 1, 
this move is predicated upon the 
ability of defense production to ab- 
sorb the labor and materials re- 
leased. 

Many defense plants are still in 


not be completed by Aug. 1, and 
thus the actual curtailment of pro- 
duction may in large measure de- 
pend on the defense progress made 
between now and August. Promo- 
(Continued on Page 32) 


ing of prices, such as that of steel, | 


sions on merchandising and adver- | 
tising, a quick survey of informed | 


the tooling stage, a process that may | 


Best Copy of 2- Year ANPA 
Newspaper Study Analyzed 


Coast Dailies to 
Study Frequency 
Discounts’ Value 


New Formula 


merchandising in-| 


Longview, Wash., April 15. 
Newspaper publishers and advertis- 
ing executives representing four 
| Pacific Northwest states, in confer- 
ence here last week-end, adopted a 
resolution en- 
dorsing a_con- 


counts, and nam- 
ing the Pacific 
Coast Bureau of 


the agency 
through which 
the study should 
be made. 
Approximately 
100 delegates at- 
tended the parley, which was a 
joint meeting of the Allied Daily 
Newspapers of Washington, the 
Oregon Newspaper Publishers As- 
sociation and the  Utah-Idaho 


H. C. Bernsten 


ing publishers; and the Pacific 


| Northwest Newspaper Advertising | 


| Executives’ Association, Washing- 
ton Newspaper Advertising Associa- 
|} tion and Oregon Advertising Man- 
| agers’ Association, representing 
|advertising executives. 

The resolution recommended that 
the volume and frequency discounts 
| Outlined for test purposes by the 
special committee of the Pacific 


| Coast Division of the ANPA’s Bu- | 


| 


| reau of Advertising be approved in 
| principle; and that this schedule of 
| frequency and volume discounts be 
applied immediately for study pur- 
(Continued on Page 29) 


New York, April 18.—Funeral 


Durstine & Osborn. 


The new program is sponsored 
by the consul general’s committee | 
of the Chinese Women’s Relief 
Association, of which Mme. 
Shek is chairman, and five per cent 
of the wholesale proceeds on the 

(Continued on Page 29) 
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with Barton, Durstine & Osborn. 


services will be 
Stacy W. Page, who died here Wednesday night at the age of 60. 
Page retired last year as vice-president and director of Batten, Barton, | favored. 
He had served Procter & Gamble Company before | 
joining the Boston office of George Batten Company in 1919, and headed 
the new business department in New 


Last Minute News Flashes 


Hold Funeral Services for Stacy W. Page 


held tomorrow for 


Mr. 


York when that agency merged 


Kai- Record Campaign to Sell Best Foods Mayonnaise 


New York, April 18.—Best Foods will launch a record advertising cam- 
paign next month for its mayonnaise products with a schedule including 
four Pacific Coast and two New York newspapers and American Home, 


| Better Homes & Gardens and Life on the magazine list. 
forme 


botts,” daytime serial which 


“We the Ab- 
rly promoted Nucoa, is now being 


used for mayonnaise, and will be shifted from CBS to the NBC Red 


June 2. 
Bowles is the agency. 


Car cards in key markets will round out the drive. 


Benton & 


is. Venus Foundations Account to Frankel-Rose 


tinuing study of | 


advertising vol-| 
ume and fre- 
quency dis- 


Advertising as| 


League of Newspapers, represent- | 


"The Ad's the Thing," 
All Else Unimportant, Is 
Conclusion 


(Picture on Page 35) 


| New York, April 18.—Suggesting 
| at least a partial solution to that 
| age-old advertising enigma—‘‘What 
makes an advertisement click?”— 


Northwest Publishers. the Bureau of Advertising of the 
American Newspaper Publishers As- 
Ready to Try Test of | sociation today contributed some of 


the fruits of almost two years of re- 
search in an exhaustive analysis of 
the 90 best-read ads in eight major 
national classifications, culled from 
the first 24 surveys in the continuing 
study of newspaper reading. 

The new analysis is in the form of 
a 112-page, case-bound book which 
reproduces the ten highest-ranking 
ads in the automotive, toilet requi- 
| sites, groceries, household, medical, 
tobacco and alcoholic beverage clas- 
sifications, in addition to the 20 top 
“miscellaneous” ads. A companion 
volume is devoted to the 90 best-read 
| retail ads. 
Advertising “tradition” is sub- 
| jected to a merciless flogging in the 
| Bureau's presentation, because one 
by one several of the “musts” to 
which many space buyers and crea- 
tive planners still adhere are tossed 
into the discard. Thus, by a process 
of elimination the analysis serves to 
spotlight some of the essen:ial fac- 
tors that obviously do contribute to 
the success of an advertisement. 


| “Ad’s the Thing” 


To paraphrase a fellow named 
| Shakespeare, who was a pretty good 
copywriter himself a few hundred 
years ago, the “ad’s the thing’’— it’s 
| not the size that counts and it’s not 
| the position that counts. The news- 
|paper readership studies seem to 
indicate that all the medium can 
| hope to do is furnish a vehicle for an 
| advertising message. But how many 
| potential buyers an individual ad 
| stops and sells, depends on the ad it- 
self. 

Typical of the dressing-down the 
analysis gives advertising “tradi- 
tion” are the following findings: 

1. Large ads (over 1,000 lines) ac- 
counted for only 13 per cent of the 
total of best-read insertions; me- 
dium-sized ads (300-500 lines), 57 
per cent; and small ads (70-300 
lines), 30 per cent. 

2. Instead of the overwhelming 
advantage supposed to be attached 
to right-hand position, only 56 per 
|; cent of the best-read ads are so 


| 


Position Unimportant 


_ 3. Despite the fact that many ad- 
| vertisers ask for, and receive, 
|“above-the-fold” position, 90 per 
cent of the top-ranking ads in the 
study appeared wholly or mostly be- 
low the fold. 

4. Requests by advertisers for 
| “page 7 or forward” hardly appear 
| justified in the light of the survey 
| findings. Only 28 per cent of the 

best-read ads were found on page 7 
|or forward, the remain’ng 72 per 
cent occupying positions behind this 
supposedly preferred location. 
While these observations 


have 


Chicago, April 18.—Advertising of Venus Foundation Garments, Inc.,| bee” cited previously by competent 


Chicago, has been placed with Frankel-Rose Company here. 


Magazines, | 


researchers, the continuing study of 


newspapers, business papers and dealer helps will be used. Jerome H. | "€WSPaper reading, because of its 


Kalom is account executive. 


Huggett Leaves Certain-teed Products Advertising Post 
New York, April 18.—John M. Huggett has resigned as advertising 
and sales promotion manager of Certain-teed Products Corporation, effec- | report is the fact that of the 90 best- 


tive May 1. 


| scope and technique, seems to un- 
derline the conclusions more forc- 
ibly than ever before. 

Perhaps the most surprising find- 
| ing uncovered in the Bureau’s new 


| read ads, only one uses a contest as 
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ADVERTISING AGE 


April 21, 194) 


a dominant copy theme. In this in- 
stance, Westinghouse featured $23,- 
000 in merchandise prizes as the 
keynote of a refrigerator ad. Only 
two others of the 90 ads even men- 
tioned a special offer of any kind, 
and neither very prominently. One 
was a Treet ad in which Armour & 
Co. mentioned a Rogers Silverware 
deal, and the other a Saraka ad 
which offered a free trial package. 


Price Appeal Unimportant 


Thus, of 90 top-ranking ads, only | 


three depended on special offers as 
bait. In this connection, it might 


also be pointed out that price appeal | 


was almost entirely absent in the 
successful ads studied. 

Examination of the individual 
classifications discloses that in the 
automotive group Ford accounted 
for four out of the 10 best-read ads. 
Large illustrations, conventional lay- 
outs, excepting a Nash ad, and 
meagre copy characterized the inser- 
tions. 
1,488 lines, ranked fourth in reader- 
ship. 

The comic-strip technique domi- 
nated the toilet requisites classifica- 
tion, with seven out of the 10 ads 
using this device. Mum scored with 
three pieces of copy, while Palm- 
olive and Yardley were represented 
by two ads each. The possibilities of 
small space were effectively illus- 


The largest ad in the group, | 


trated in this classification, since 
only one of the 10 ads was over 
1,000 lines in size. A special Christ- 
mas layout for Yardley, 1,200 lines, 
took top readership ranking. Of the 
other ads, however, two were be- 
tween 300 and 400 lines and the re- 
mainder between 142 and 300 lines. 


Human Interest Helps 


In the toilet goods group, incident- 
ally, eight of the ads occupied left- 
| hand positions, and seven of the ads 
were below the fold. 

Crisco had three of the best-read 
ads in the groceries classification. 
Only one ad was large in size. This 
one, a 1,200-line two-color insertion 
for Treet, ranked first in readership. 
A 480-line Kellogg All-Bran ad was 
in second place, outscoring eight 
larger ads. 

Human interest copy gave Johnson 
| & Johnson the two top places in the 
| medical classification, while a pair of 
| cartoon-style ads gave the same ad- 
vertiser four out of the 10 best-read. 
The two top J&J ads were 795 and 
| 810 lines, respectively. A 164-line 
Natex ad, however, took second 


potency of “reader style” technique. 
Aside from a testimonial cut, each 
ad was chockfull of solid type mat- 
ter. Of the ten medical ads seven 
were placed below the fold. Seven 
of the ads were 224 lines or smaller 
in size. 

Camel and Chesterfield divided the 
honors in the tobacco classification, 


| the former with six ads and the lat- | 


| place, and a 178-line ad for Scott’s | 


| Emulsion, third. Both outscored sev- 
eral ads of larger size. 

Natex ads, represented’ twice 
among the select ten, along with 
| copy for another proprietary rem- 
edy, Retonga, demonstrated the 


ter with three. The nine ads ranged 
between 744 and 1,328 lines. Tenth | 
place went to a 294-line ad for Black 
Cat cigarets, a product of Carreras, | 
Ltd., London, England. The layout | 
consisted simply of a black cat which 
occupied fully three-quarters of the | 
space, the slogan “They Taste Bet- | 
ter,” and a signature. 

Cartoon-style copy scored heavily 
once again in the alcoholic beverage | 
classification, with three of the ten | 
best-read ads credited to Paul Jones. 
The 450-line layouts consisted of 
simple dramatizations of “high” and 
“low” (referring to quality and | 
price, respectively) with a liberal | 
amount of white space in each ad. | 
A 708-line Old Velvet whisky ad at- 
tained top readership ranking. The 
largest ad in the group, a 1,115-line | 


| 


jad for Schlitz beer, placed fourth in 


| readership. 


Seven of the ads were | 
between 200 and 550 lines, and sev- | 
eral of the smaller ones outranked | 
the larger in readership. 

A 546-line institutional ad for the 


Who wants 
a passion-flower? 


Fleeta Brownell Woodroffe 


overwhelmed! 


She suspected people were reading 


her regular garden column. 


was 


She knew, Sunday Register. 


too, that The Des Moines Sunday 


Register was read by more than a third 
of a million Iowa families. 
didn't know so many Iowans read 
so much of The Sunday Register 


But she 


out of 5 families thoroughly read The 


For advertisers, these thorough read- 
ing habits sell refrigerators, toothpaste 
and breakfast food to the tune of half 


| getters. 


| States and Canada 


IVORY STARTS GETTING 


a 


TOUGH IN SOAP BATTLE 


When you chonse + soup for pour baby. for 


Fe te ee | 


ae ing wap. © We have vested every white flosun, 


IVORY SOAP is definitely MILDER 
(kinder to skin) than any other widely 
advertised floating soap’ 


IVORY'S PLEDGE 
to mothers and babies 


You can wiely encrust your batty + shun 


soap thay is widely adverused wy 
end pow owe compiemon ww |vory Soop 
| ee 


radio, wewspepers, or billboards 
weemag by 0 method Approved by ex 
went shin specials 
These tests show 
Ivory Soap definitely milder 
kinder co skin 


IVORY SOAP 


99*heoH PURE- IT FLOATS 


The competitive copy gets tougher as Ivory and Swan line up for the soap duel 


of the century. 


This 1170-line copy, which appeared first in the Washington 


Star, April 11, is gradually spreading to major cities throughout the territory 
“east of the Mississippi and north of the Mason-Dixon line,’ which readers will 
recognize as approximately the same ‘‘northeast’ section in which Swan is cur- 


rently getting h 


eavy promotion. 


Mutual Savings Banks of Massachu- 
setts set the pace in the miscellane- 
ous Classification. Two baby pictures 
clicked as human interest attention- 
All of the 20 ads in this 
group were less than 1,000 lines. The 
largest ad, a 980-line insertion for 
the Automotive Industries of Can- 
ada, ranked 12th in readership, just 


ahead of the smallest ad of the lot, | 


a 73-liner sponsored 
WRVA, Richmond, Va. 

In commenting on the readership 
studies to date, the Bureau of Ad- 
vertising observed that “while the 
character of an ad—the approach, 
the copy, the artwork, the layout—is, 


by Station 


| in general, the most important factor 
| in attracting attention, it must be 


remembered that other factors are 
occasionally involved. The reputa- 
tion of the advertiser, weather con- 
ditions, continuity of the advertisers’ 
efforts, etc., sometimes affect the 
number of readers attracted by the 
advertisement.” 


How Study Operates 


The continuing study of newspa- 
per reading was launched in July, 
1939, by the Advertising Research 
Foundation under the sponsorship of 
the Bureau of Advertising. Since 
then, two newspapers have been ex- 
amined each month with field work 
conducted by Publication Research 
Service, successor to the Gallup Re- 
search Service. Both morning and 
evening newspapers in the United 
have been in- 
cluded. Each of the studies is base 


_ so thoroughly. 


One Sunday her column offered 
aie flower lovers a chance to get passion- 
flower seeds from Ecuador for 10c. 
That was how an astonishing “march 
of dimes” started on a good-will mis- 
sion to South America—2,000 of them 
—all from one little mention far down 
in a garden column. 


“Amazing proof of readership”, 
people said but Sunday Register edi- 
tors didn’t blink. They weren't sur- 
prised—only happy. Surprise is re- 
served for advertisers who discover 
. that Iowa’s URBAN market alone 
i boasts a million people ...a_ rich 
“city” (bigger than Cleveland) where 4 


at 
-_.. 
& 


a billion dollars a year. 


If YOU'VE been snubbing Urban 
Iowa's prosperous families, why keep 
on doing it? You can influence ‘em at 
lowest milline rates in Iowa ($1.66) in 
The Sunday Register. 


owa 
The Des Moines Register and Tribune 


361 433 Sunday 311,768 Daily 


|} on personal interviews with an ap- 


| proximately equal number of men | 


| and women readers, so selected as to 
| income, occupation and residence as 
| to be representative of each paper’s 
| total circulation. Each person inter- 
viewed is shown a copy of the previ- 

ous day’s paper and asked to indi- 
| cate, page by page, each news item, 


editorial feature, comic and ad\er- 
| tisement that he or she read. 


Hotels Feature Farm 


Surplus Products Menu 


Units of the Blackhawk Hotels 
Company, Davenport, Ia., have 
|started to feature a farm surplus 
products menu each day, a_ plan 
| endorsed by hotel and restaurant 
| associations. The plan is intended 
to help maintain a high buying 
power among the country’s rural 
population. 

Members of the Blackhawk unit 
are Hotels Davenport, Blackhawk 
and Mississippi in Davenport; St 
Paul in St. Paul; Spalding in Du- 
|}luth; Hanford in Mason City, Ia.; 
| Jefferson in Peoria, Ill., and Spauld- 
|ing in Michigan City, Ind. 


Republic Products 
to Meldrum & Fewsmith 


Meldrum & Fewsmith, Cleveland, 
which has handled general advertis- 
ing for Republic Steel Corporation 
for 11 years, has been awarded the 
company’s product advertising ac- 
count also. 

The product advertising involves 
the use of more than 60 business 
|and technical papers in a variety of 
industrial fields. 


Ad Women on Air 


| The Women’s Advertising (lub 
|of Pittsburgh, in cooperation with 
ithe Advertising Federatior { 


| America in its campaign to increast 
| public faith in business and acver- 


tising, is conducting a series ©! 
|}radio broadcasts over Pittsburg) 
stations. 
Joins Julian Gross 

Helen Lowe, fiction and 
writer, has joined the radi 
tinuity department of the 
Gross Advertising Agency, 


ford, Conn. 


copies 
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Everest—the world's highest 
mountain—photographed from an 
altitude of about 20,000 feet. 


ind, 
tis- 
tion sé 2. 2 ” . . . . . 
the What is that mountain? This is a market big enough, with enough — experience of the Tea Bureau, Inc., is sug- | The Tea Bureau continues, in 1941, the job 
ac- the traveler asks. buying power, to expand the sales of almost _ gestive: it started in the Fall of 1937, and has used 
hide . ; any product— this market by itself, alone. Per nearly three and o hail years The Amertean BIG COLOR PAGES in The American Weekly 
ness emcee a says the rickshaw man. But no one has ever really climbed to the pr 5 the dg meng sre in the promo- in January and March. 
"H it ” . ‘ " ‘ na jes of the Tea F lati 
of ; — “ Summ of The American Weekly's possi- of teagrowers of India, Sexton, ‘dave ont Such BIG COLOR PAGES — bigger than those 
“tt is forty miles away, Sahib. bilities—a BIG COLOR PAGE, every week, 52 Sumatra, organized to promote the sale and use obtainable in any other national publication 
“Ohl It looks much nearer.” times a year. That's climbing the Mt. Everest CE POSEE Sh Che ee Claes. —give a ahr large na the op- 
"But will the Sahib look at the other peak behind it?” of the publication field — that's the challenge to pe Directo nel Bec Bp iy: sll mad j : 3 
nit a @ greater number of impressions, the Tee Bureeu portunity to step out beyond the area of the 
vith "The smaller one to the left? those who dare the unusual. reduced the size of its advertising in The Ameri- smaller, less imposing peaks—and really 
of "Do you know what that is? os - That, Schib,"—the man's The merchandising and sales results ob- SS eee page mag PACES to senate climb Everest. Advertisers can be conspic- 
ease voice will sink to « hushed whiepor— that is the Goddess tained through a single color page in The saved, bought other cutiine.” Nase uous up there — standing atop the greatest market 
pe 3 oan - American Weekly stimulate the imagination In 1940, the Tea Bureau returned to the use of in the world. 
: Everest — . al — a BIG COLOR PAGES in The American Week! d : 
st “Everest.” paige ae” er oo the other advertising was dropped. acai The American Weekly has a definite 52- 
, ‘ , ‘ ' A Tea Bureau advertising executive wrote: “In week-a-year plan mapped out and will appre- 
The sir = deappeinted. “I thought # would be There have been many large campaigns in- poe pd we find any ay ot ron ee for the en- ciate a pk sects discuss it fully with 
on phe sini volving both BIG COLOR PAGES and supple- py hyn camee ts ie pA rai Weekly. _ any national advertiser who realizes it is the 
Sohib mental black-and-white insertions. This result, of course, you know.” daring plan that wins. 
From “AT GRIPS WITH EVEREST” 
by Stanley Snaith 
Advertisers, also—even the most important 
aie and experienced—sometimes lose their per- 


spective and fall into errors of judgment. 

Ata glance, many publications look impres- 
sive. Why not a little advertising in each? 

Yet when an advertiser stops to reflect, he 
realizes that, in the publication field, The 
American Weekly rises above them all. It 
enters more than 7,000,000 homes every 
week. No other publication approaches it. 


Greatest 
Circulation 
in the World 


“The Nation’s Reading Habit” 


Main Office: 959 Eighth Avenue, New York City 


Branch Offices: Neanst Bunc., CHicaco .. . 


ERICAN 
WEEKLY 


5 Wintunor Souare, Boston... Ancape Bupc., St. Lous 
Eptson Bupc., Los Anceres ... Hearst Bune. San Francesco... Gexenat Morons Bupc., Deraorr 
Hanna Bupe., CLEVELAND... 101 Manterta St., ATLANTA 
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4 ADVERTISING AGE 


their 12th annual convention. Dele- 
gates from the West Coast and the 


jects as stimulating national adver- 
'tising volume, local-national rate 
differentials, simplified handling of 
|newspaper copy by agencies, fre- 
quency modulation stations as 
newspaper investments and reader- 
ship studies. 


National Defense 
to Dominate Talks 


ance to a new high. 
of the convention will be an exhibit 
of promotion material submitted by 
NNPA members. 


| South are expected to push attend- 
A new feature | 


N.Y. Dress Drive 


. ssi < 4 ¢ . 1 : | 
Hold General Session The sessions will start with a 
business meeting and reports of 

The first general convention ses- 


committees Monday morning, after 
sion will take place Wednesday which George Benneyan of the 
morning when Mr. McCarrens will 
deliver the president’s annual ad- 
dress. Committee reports will be 
presented and _ several problems 
of timely interest to mewspaper 
publishers will be thrown open for 
discussion from the floor. 
The Wednesday afternoon 


New York, 
everyday newspaper 
problems will come in for their 
usual thorough analysis, conditions 
brought into being by the national 
defense program will gear the de- 
liberations of the American News- 
paper Publishers Association which 
holds its 54th annual convention at 


April 17.—Although 
management 
his organization’s progress to date, 
and James Wallace, vice-president 
of N. W. Ayer & Son, will talk on 
special promotional opportunities 
arising out of the defense program. 
ses- 


a clinic on research, followed by a 


the Waldorf-Astoria Hotel here | Sion will be under the auspices of | dinner in the evening. 
April 22-24. the Bureau of Advertising, as re- 
The meeting will get under way Ported in Apvertistnc AcE last Long, Cowles to Talk 


week. The Bureau’s annual dinner | 


Tuesday morning, April 22, with an : 
will be held Thursday night. 


opening address by ANPA Presi- 
dent John S. McCarrens of the| At Thursday’s general sessions, | tion, on sales presentations, and on 
Cleveland Plain Dealer. Morning | “@8& and hour problems peculiar “Your Problems,” and talks by 
and afternoon sessions will be de- |‘ newspapers will head the list of | walker Long, general 
voted to topics of special interest | topics for discussion. The annual | Herald Dispatch and Advertiser, 


to newspapers with circulations | @lection of ee will take place | Huntington, W. Va., and Gardner 
afternoon. 


On Tuesday there will be clinics 
lon circulation and editorial promo- 


under 50,000. Frank S. Hoy, of the Thursday 2 s, Jr., associate publisher, 
Sun, Lewiston, Me., will preside. Des Moines Register and Tribune. 

Public relations for newspapers, PROMOTION MEN SET | The session will wind up Wednes- 
with emphasis on new respon- FOR ANNUAL MEETING day with a talk by Arthur Robb, 


sibilities imposed by the national New York, April 17.—Members | Editor & Publisher, presentation of 
emergency and recent attacks on | of the National Newspaper Promo- | awards in that paper’s newspaper 
the press, will come up for disc us- | tion Association will gather at the | promotion contest, and the election 
sion, together with such other sub- | Waldorf-Astoria, April 20-23, for! of officers. 


Listener-response is now driving down 
per-inquiry costs to the lowest point in 
KDKA history. 

more than 11,000 letters to the sponsor “/ 
. .. Cost-per-inquiry 27. Two other 


recent offers show per-inquiry costs of «- 
4f each and 6/ each! 


Upsurging Steel production is pouring more and 
more dollars into the Pittsburgh-KDKA area 
Sales are booming . . . Get your share by making 
sure KDKA is on your broadcast advertising schedule! 


PITTSBURGH 
50,000 WATTS 


eae es pe Ee He Oe Ry oh x oP ey nadia 


} WESTINGHOUSE unt STATIONS Sue, 


KDKA © avw WBZ WBZA- wowo- wee Waa 
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Bureau of Advertising will discuss 


| 


manager, | 


| ducers have lacked articulation. We | 


Labor-Fostered 


Goes fo Thompson 
Union Head Starts Ef- 


fort to Increase Promo- 
tion for Labor 


New York, April 17.—The green 


The afternoon session will end with | light flashed this week for the New 
| York dress 


industry’s ambitious 
promotion program as J. Walter 
Thompson Company emerged victo- 


rious in the brisk competition for | 
| 
the account, 


which is expected to 
involve a $4,500,000 expenditure 
during the next three years. Selec- 
tion of the agency confirmed the 
report carried by ADVERTISING AGE 
in its Feb. 24 issue. (Full details 
of the background of the campaign 
appeared in the Dec. 23 issue.) 

In announcing the agency choice, 
Samuel Zahn, chairman of the New 
York Dress Institute, which has 
been set up to conduct the cam- 
paign, said: 

“We have devoted intensive 
efforts to the selection of an organi- 
zation that will give efficient and 
enduring expression to the char- 
acter and product of the industry. 
For many years the dress industry 
of this city has developed a salable 
product, with grace and charm, for 
American women but our pro- 


believe that this great promotional 
endeavor will give to ‘Made in New 
York’ dresses the wider recognition 


'they merit and will greatly extend 


our leadership in the field of style, 
fine workmanship and sound 
values.” 


Much Research Involved 


It is understood that among the 


|}agencies which made bids for the 


}account were Biow Company, 
| Fashion Advertising Company, 
|Grey Advertising Agency, McCann- 


| 
| 


| Union, 


| Julius 


|ized methods,’ 


|} national Ladies’ 


Erickson and Stack-Goble Adver- 
tising Agency. 
That the 


preliminary research 


/conducted by Thompson at the be- 


hest of the Dress Joint Board, Inter- 
Garment Workers’ 
which initiated the move 
for an all-industry campaign, is 
only the start of a vast fact-finding 
job, was emphasized today by 
Hochman, general manager 
of the Dress Board. The campaign 
cannot be carried out by “standard- 


|research is necessary if the promo- 


tion approach is to “fit the novelty 
and color which this fashion drive | 
deserves,” he added. 

One of the most striking initial 
findings spotlighted by Anson Low- 
itz, who represented Thompson in 
meetings with the union and dress 
manufacturers, was the fact that 
the average American woman 
spends 20 to 30 per cent more for 
undergarments and hosiery than for 
dresses. 


|purchase. The 
|mestic as well as Latin American 
market for dresses was also singled 
|}out as a worthy promotion objec- 
tive. 


Promotion for Labor Urged 


Mr. Hochman, who already enjoys 
a unique reputation as a promo- 
tion-minded union leader, today 
sounded a call for a “large-scale 
labor promotion program designed 
to improve its general public rela- 
tions.” In an address before the 
Fashion Group, he disclosed that he 
had already approached a number 
of union leaders with this idea. 

The time is ripe, he asserted, for 


labor “to sell itself to the public, to 
}run its own public relations pro- 
gram on a scale rivaling that of 


and other 
groups.” 


manufacturers 
| employer 


organized 
Newspapers, 
|magazines, radio, outdoor posters, 
|moving pictures and direct mail 
should be harnessed to tell the pub- 
| lic the story of labor’s achievements, 
he said. 

| Mr. Hochman pointed out that his 
| organization, the Dress Joint Board, 
| represents 85,000 organized work- 


* he declared. Lengthy | 


He also reported only two | 
street dresses a year as the average 
vast potential do- | 


TESTS COPY 


is YOUR 
HAIR 


ary" yin? 
* ily? 


F. W. Fitch Company tests two c py 
approaches for its Ideal hair tonic in 
these 170-line, 2-column ads run in the 
same issue of the Chicago Times, taking 
advantage of a split-run testing tech. 
nique available through that newspaper, 


ers and is a “$2,000,000-a-year busi- 
ness.” The labor movement of the 
nation, he went on, pays out mil- 
lions of dollars each year for the 
benefit of its members, for medica] 
services, cultural and educational! 
activities and other benefits. 

“It is our duty to our members 
and to the American public to keep 
them informed of these activities 
so that they will be aware of the 
|good work labor unions are per- 
|forming for the nation, and not 
| just think of labor unions in term 
of strikes and conflict.” 


Rebukes Agencies 


Mr. Hochman revealed he ha 
definite conviction of the role that 
advertising agencies should play in 
the scheme of things. He acknow]- 
edged the aid extended to the union 
by the Thompson company, which 
performed its preliminary work 
gratis, but then he proceeded to 
rebuke agencies for injecting them- 
selves into political campaigns. 

“Some agencies think they can 
sell a politician by the same meth- 
ods they sell tin cans and _ tooth 
paste,” he declared. “It Is a dis- 
credit to the advertising profession 
to attempt to fool the American 
|people and try to shape thei! 
thinking by these methods. 

“If advertising agencies are not 
too popular with the public, they 
have only themselves to blame, 
|because the American public re- 
|sents this type of highbinding 
| pressure, especially when it feels 
| the agencies are only in it for the 
|money involved.” 


PS lassie asalina ssid: 


For 


CRYING 


‘LOUD! 


| Is that so? 


SMALL inexpensive newspo 
per ads PAY! They pay i 
profits that are being used « 
dividends ...... using .. 
our PLAN and COPY, Ther 
| isn’t any magic in it! There 
| plenty of understandable con 
mon sense! We've learned to 
use scrappy COPY, in SMAL! 
ads, OFTEN. They pack 
wallop in getting things dor 
that you want done. Th 
change minds! make friend 


i A ie ls Ligbicale: 


———— 


‘] create preferences! make cv 
| tomers! make profits! Suc! 
advertising would proba! 


| cost half or less than half t! 
? usually proposed to you. ¥ 
have an ocean of proof. 
haven't any salesmen. Wow | 
you write? 


OREN ARBOGU ST i. 
: ADVERTISING 
“4 Thirty N. Michigan Ave. 
CHICAGO 
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ADVERTISING AGE 


te The murky flare of blast furnaces... 
the deafening obbligato of riveting ma- 
‘ chines... the columns of black, billow- 
a ing smoke ... all are signs of the intense 
lise industrial activity now rising in a great 
neit crescendo in this vast “Arsenal of 
hey America’. Already there are more than 
ting 60,000 new jobs and more than 3,000,000 
new, weekly payroll dollars as Philadel- 
phia goes to work on defense awards 
exceeding $1,451,000,000 for the District. 
It is estimated that from 35% to 40% of 


award totals will go into wages. Sales 


i ‘7 . aa " ta ( 


| Tens of Thousands of New Jobs 


: In Philadelphia 


Inquirer Is Philadelphia’s 
FIRST Newspaper 


Women spend what men earn. So most advertisers are 
vitally interested in women as customers. The advertis- 
ing pages of The Inquirer are especially noteworthy 
because of the great number of advertisements of direct 
interest to women. The Inquirer leads all other Phila- 
delphia newspapers in department store advertising and 
in the advertising of women’s specialty shops. In total re- 
tail advertising—in general advertising—in financial ad- 
vertising—in classified advertising—in TOTAL advertis- 


ing—The Inquirer is Philadelphia’s FIRST newspaper 


eer Media 


rds higures 


and greatest selling medium. 


te 


Don't let anyone tell you that the Stoves, heaters, hosiery. Here the 


prospects in Philadelphia are now the | Philadelphia Market stops at the 
' | municipal boundaries. You want 
1 best in a decade. Is your 1941 advertising | city circulation, of course. But is 
, that all you want? For instance, 
dol program adequate, here in America’s one of the many busy cities in the 
52-county Philadelphia District— 
. Third Largest Market? ‘‘Arsenal of America’’—is: 


| HATBORO 


* i} Hatboro is located 14 miles north of 
Philadelphia; Principal Industries: 


ch OE * * 


The Philadelphia Inquirer 


Brewster Aeronautical Corporation is 
rushing construction of a $5,000,000 
aircraft plant to assemble bombers for 
the U. S. and for the British fighting 
forces. In about six months, 4,000 men 
will be at work—and when peak pro- 
duction is reached, 10,000 employees 
will be needed. 

Naturally, Hatboro people shop in 
Philadelphia, and they read The 
Philadelphia Inquirer. 


DAILY circulation exceeds 400,000 
SUNDAY circulation exceeds 1,000,000 


OR 112 YEARS A PHILADELPHIA. INSTITUTION. 
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“Liberty” Linage 
Figures for March 


Due to a transposition of figures, 
the linage of Liberty, shown in the 
magazine tabulation in the April 14} 
issue, were given incorrectly. The} 
correct linage for 1941, with com- 
parison for 1940, are as follows: 


March, 1940, 84.79 pages, 36,378) 
lines, March, 1941, 81.17 pages, 34,- 


822 lines. 


Junior Ad Club Elects 

The recently-formed Junior Ad- 
vertising Club of Kansas City has 
elected John L. Gardner president, 
Robert N. Scott vice - president, | 
Richard Boydston secretary and 
Clinton Raymond treasurer. 


Persuasive Advertising 


Our medium is primarily one of 
persuasion . . . its final objective 
is business and sales. There is 
no persuasion quite as powerful 
as the appeal to the mother heart. 
There is no volume of sales quite 
so great as that found in the 


mother-home market. 


The Cradle (hs Sewiee, One. 
457 N. Kingshighway 


St. Louis, Mo. 


| the Census. 


75% of Sales Made 
by Independents, 
Census Reveals 


Washington, D. C., April 15.— 
Independent retail stores accounted 
for nearly three-fourths of all retail 
sales volume in 1939, according to 
figures made public this week by 
Vergil D. Reed, acting director of 
Total retail trade was 
$42,041,790,000, of which 74.7 per 
cent or $31,409,859,000 was handled 
by independent merchants. 

Chains, although outnumbered 13 
to one by independents, did 21.7 
per cent of the trade, with other 
types of businesses accounting for 
the remainder. Independents num- 
bered 1,624,665 stores, chains 
123,195, and other types 22,495. 
The average independent’s sales | 
volume was $19,333 as compared 
with $73,914 for the average chain 
outlet. 

Of total 1939 sales by independent | 
retailers, 15 per cent of dollar 
volume was done in grocery and 
combination stores, 15 per cent by 
motor vehicle dealers, 8 per cent 


by department stores. In contrast, 
31 per cent of chain volume was 
done in grocery and combination 


stores, and another 22 per cent 
went to department stores. 

Since 1935, independent retailers 
have increased their share of total 
retail trade. The 74.7 per cent fig- 
ure for 1939 compared with 73.3 
per cent in 1935 and 77.6 per cent 
in 1929. That the gain was at the 
expense of chains is shown by the 
fact that chains accounted for only 
21.7 per cent in 1939 as compared 
with 23.3 per cent in 1935. In 1929, 


the share of chains was 20.3 per | 


cent. 


Merge Husband & Thomas 


With Cecil & Presbrey 


Cecil & Presbrey, New York, and 
Husband & Thomas, New York, will 
be merged effective May 1. The 
combined agencies will operate as 


Cecil & Presbrey at 247 Park 
avenue. 
David C. Thomas will become 


secretary and treasurer, and H. L. 
Kneeland, vice-president of Hus- 
band & Thomas, will become a vice- 
president of Cecil & Presbrey. 


Mittelhauser to Agency 


Smith, Hoffman & Smith, Inc., 
Pittsburgh, has appointed A. J. Mit- 


tm , pa | telhauser, formerly advertising and 
by filling stations and 7 per cent | y Bs 


sales promotion manager of O. 
Hommel Company, as an account 
executive. C. F. Hoffman has left 


| the agency. 


of more than 


HERE'S A GOOD RECIPE. Take the 
selling power that makes 

The New York Times the biggest 
Sunday advertising medium in America. 
Spread it over a nation-wide market 


families. Put it on just a little heavier in 
the country’s big-buying markets. 

Spread it on extra thick in the country’s 
biggest-buying market, New York (where 
ordinary magazine circulations run a little thin). 
And before you know it, you'll have a fine 


batch of sales, quickly and profitably cooked up. 


800,000 brand-buying 


In short, if you want your sales to rise, 
there’s no better yeast than 
The New York Times Magazine . . . 
powered for profit by America’s biggest 
Sunday advertising medium. 


Sales Tax Gains 


Favor as Aid in 
Meeting Expenses 


Proposals for Other 


Taxes Also Heard in 
Washington 


Washington, April 18.—Presi- 
dent Roosevelt today expressed 
aversion to payroll or sales 
taxes in connection with paying 
for defense expenditures, and 
promised he would discuss tax 
problems with the public soon. 


Washington, D. C. April 17. — 
With the nation now committed to 
a defense program which may cost 
as much as 40 billion dollars, the 
|problem of how to pay the bill is 
beginning to receive serious consid- 
eration after being more or less 
disregarded during the rush to get 
ithe program under way. 

Higher taxes have been inevitable 
from the war’s start, of course. 
Only now, however, are concrete 
proposals for raising at least a part 
of the vast sum necessary receiving 
|consideration. Whatever form new 
'taxes may take, it appears certain 
that industry must reconcile itself 


to submitting to a bigger bite, and | 


that John Q. Public’s contributions 
are going to reduce his available 
funds for purchases of consumer 
goods. 


Possibility of Sales Tax 


The Senate was warned Tuesday 
by Sen. Arthur H. Vandenberg 
that the nation 
shoulder startlingly higher taxes to 
finance defense. Quoting a letter 
from John L. Sullivan, Assistant 
Secretary of the Treasury, he out- 
lined the relative tax load in this 
country and other English-speaking 
nations. 

He pointed out that the United 
Kingdom, despite the pressure of 
its desperate war situation, is on 
almost a 40 per cent pay-as-you-go 
The U. S. rate is about 20 
per cent, compared with nearly 100 
per cent in Australia and 50 per 
cent in Canada. 

In the U. S. a married person 
with two children and a_ $5,000 
income pays a federal income tax 
of $75. A person similarly situated 
pays $391 in Canada, 
Australia and $1,196 in the United 
Kingdom. The Michigan Senator 
termed the figures “a preview of 
what the American people must 
expect to pay.” 


basis. 


Would “Accommodate” Public 


Sen. Edwin C. Johnson, Colorado 
Democrat and a member of the 
Senate Finance Committee, told 
interviewers he had “never seen a 
people more willing to be taxed 
than they are at present and we 
ought to accommodate them.’ He 
has just returned from a trip to the 
West. 

Sen. Johnson proposed that all 
existing exemptions be eliminated 
entirely, thus making every penny 
of every individual’s earned per- 
sonal income subject to federal 
taxation. People in the low income 
brackets would not be required to 
pay the existing rate of 4 per cent, 
but would be subject to “token” 
payments, according to the Johnson 
plan. 

Sen. Clyde L 
Democrat, 
Senate 


Herring, Iowa 
member of the 
Committee, sug- 


also a 
Finance 


must be ready to | 


$1,052 in| 


a — _ — 


gested that exemptions of $2,000 *», 

| married persons and $800 for sinele 
| wage earners be cut to $1,500 d 
| $500. He also urged an increas: 
| the present 24 per cent levy on )et 
corporation income, and a , 
excess profits tax designed to reg 
a substantial share of corpo; 
earnings on defense contracts. 

Arthur A. Ballatine, for 
Treasury Department official, 
out in favor of a sales tax 
month, and judging by recent sta: e- 
ments on the floor of the Senate 44 
House, such a proposal is du 
receive substantial backing. 

Sen. Walter George, of Geor ja. 
_who is chairman of the foreign — e- 
| lations committee and second-ra: \- 
|ing member of the finance comrn ‘t- 
|tee, estimated that lifting the n- 
| come tax from 4 to 8 per cent «nd 
| the base corporate rate from 24 to 
| 30 per cent would result in rais ng 
jan additional billion dollars 
| nually. 
| Sen. Robert A. Taft of O) io, 
while agreeing with his collea x: 
|in general, said that raising he 
| personal rate to 8 per cent wo ild 
be “insufficient.” He reiterated ‘he 
suggestion he has made before t \at 
| the new rate be 10 per cent. Both 
| Senators agreed that lowering pi es- 
;}ent personal exemptions may be 
necessary, although it is possible 
i|that additional revenue so gained 
|}might barely pay for extra collec- 
tion costs. 
| Congressional consideration of 
new tax measures is being held uy 
at the moment until final figures 
on collections for 1940 are avuail- 
able. Taxation returns for last 
are estimated over $8,000,000,00' 

Stiff Taxes Promised 

New taxes to be raised in the 
next year will total $3,500,000,000, 
Secretary Morgenthau revealed this 
week, and while details were not 
given, he indicated that such drasti 
measures as payroll taxes and 
general sales tax are being consid- 
ered. 

While the chief 


purpose of the 


|taxes will be to meet defense 
expenditures, Mr. Morgenthau said 
‘that a second and “very important 
reason” was to prevent runay 


prices and inflation. The adminis- 
tration theory he expounded is that 
the more money the government 
takes away from consumers 
taxes, the less they will have fo 
competitive purchases which might 
cause price rises. 

Earlier estimates of the am 
the administration would seek had 
not exceeded 2 billion, but sine 
eight leaders from both parties and 
both houses of Congress. unani- 
mously endorsed the program, Con- 
gressional discussion is expected t 
be fairly well limited to method 


Baseball to Be Aired 
Over 76 Stations 


Seventy-six stations in 75 cities 
will broadcast baseball games dur- 
ing the 1941 season, according t 
K. P. Torgerson, sports department! 
manager, Knox Reeves Advertising 
Inc., Minneapolis agency wie! 
handles baseball broadcasting ac- 
counts for General Mills, Socony- 
Vacuum Oil Company, and the 1. F 
Goodrich Rubber Company. 

New stations in the line-up at 
WAAT, Newark; WAGE, Syracus 
KXOK, St. Louis; WIBC, Il n- 
apolis;s WEMP, Milwaukee; 5U 
Des Moines: KOWH, On 
WGKV, Charleston: WDEF, C . 
nooga: KQW, San Francisco; Kits! 
Seattle, and KMYR, Denve! 


“Rotarian” Appoints 
Wells W. Constantine, New 
has been appointed Eastern ; 
tising representative of T/ 
tarian magazine and of its 5 

edition, Revista Rotaria. 


KROW 


“Ask your Agency -* 
to ask the b&b 


COLONEL!" 7 
~ 


San 


FREE 


THE SHOWMANSHIP STATION 
1000 Watts 


960 KC 
Francisco - Oakland 


& PETERS, INC. 


— 
Exclusive National Representatives 
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OKLAHOMA Giryp 
RESERVOIR 


0, 


AS REAL AS ANY 
BATTLESHIP! 


Oklahoma City has started a $6,911,000 defense project that airport, a new field and equipment for pilot training, this work is quick- 


< : r 


OKLAHOMA CITY 


will outlast any war, will provide for the permanent welfare of its ening business in Oklahoma City and its market today. 
"' & 204,000 citizens and opportunities for further growth. Take Federal Reserve reports for your guide. City department 
‘ This project is a new city reservoir embodying more than 4,000 store sales were 15% ahead of last year for the four weeks ending 
1: acres of land and impounding an ultimate volume of 100,000 acre feet April 5. District figures for the same period year were plus 8%. For 
of water. It is large enough to build, launch and float the navy’s larg- the week ending April 5, department store sales were up 48% over 


est dreadnaught . . . permanent enough to outlast the battleships South 
Dakota, Indiana, Massachusetts and Alabama, all of which will slip 
down the ways about the time this huge reservoir is completed. 

Added to the construction of the army’s new and permanent 48th 
tombardment squadron base, a new and enlerged Class 4 municipal 


last year. The tenth district average was plus 15%. 

It is this market, building toward a future permanence and sta- 
bility, that the Oklahoman and Times open to advertisers ... two 
newspapers that have kept faith and pace with their market by de- 
livering today the greatest circulation in their history. 


y~, THE DAILY OKLAHOMAN 
= OKLAHOMA CITY TIMES 


THE OKLAHOMA PUBLISHING COMPANY 


THE FARMER-STOCKMAN * MISTLETOE EXPRESS * WKY,OKLAHOMACITY * KVOR, CoLoRADO SPRINGS 


KLZ, DENVER (Under Affiliated Management) * REPRESENTED NATIONALLY BY THE KATZ AGENCY, INC. 
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Start NIAA Chapter 

A Rockford, Ill., chapter of the 
National Industrial Advertisers As- 
sociation has been organized, with 
M. R. Crossman, advertising man- 
ager of the Barber-Colman Com- 
pany, as temporary chairman. The 
group, to be known as the Rockford 
Industrial Marketers, will meet May 
6 to elect officers and affiliate with 
the NIAA. 


Names Clark Collard 


The Clark Collard Company, Chi- 
cago, has been appointed to handle 
advertising for Electro-Matic Prod- 
ucts Company, Chicago, maker of 
“Neu-T-rol” magnetic chuck con- 
trol and rectifiers. Business papers 
and direct mail will be used. 


“I see that WFDF Flint Michigan is 
now 1000 watts on 910 kilocycles.” 


Government Ready 
for Huge Barrage 
on Enriched Flour 


Join in Crescendo of 
Promotion 


Washington, D. C., April 17.— 
| Widespread governmental promo- 
/tion to the general public of the 
nutritional advantages of the new 
enriched flour and bread products, 
which are already being marketed 
by a number of milling and baking 
concerns, is slated to get under way 
within a few weeks. 

At least eight federal agencies 
are scheduled to play a part in the 
program for popularization of vita- 
min-enriched flour and_ bread. 
Spearhead of the educational effort 
will be a booklet called “20 Ques- 
tions on Enriched Flour and Bread.” 
The booklet is now in the hands of 
the printer and should be ready for 
distribution in about a fortnight. 

Sponsoring the booklet are the 
Office of Education, U. S. Public 


Millers and Bakers to! 


Administration, Children’s Bureau | 
of the Department of Labor, Bureau 
of Home Economics, Extension 
Service and Consumers’ Counsel of | 
the Department of Agriculture, and | 
|; the consumer division of the Na- 
| tional Defense Advisory Commis- 
| sion. 


| Widespread Distribution Planned 


| Distribution will be under the 
| direction of the nutrition advisory 
| committee. Chairman of this group 
is M. L. Wilson, director of the 
Agriculture Department’s Extension 
Service. This is an inter-depart- 
mental committee which includes 
representatives from all interested 
agencies, and which was set up 
under Paul V. McNutt, who is coor- 
dinator of health, welfare, and 
related defense activities as well as 
Federal Security Administrator. 
All eight of the Federal agencies 
mentioned above will send the 
booklet to names on their mailing 
lists, and they will promote en- 
riched flour in every other possible 
way. A more technical treatment 
of the same subject, called “Nutri- 
tion—the Armor of Robust Health,” 
is already in distribution among 
scientists. It consists of reprints of 
two speeches made at a conference 
held at Chicago March 5 to plan for 
coordinated introduction of enriched 


Health Service, Federal Security | flour and bread. 


| efforts 


The beginning of governmental 
to spread the message Of | 
vitimized baking products is ex- | 
pected to be followed by a barrage | 
of promotion on the part of millers 
and bakers who are marketing the 
new fortified products. One large | 
national advertiser in the milling | 
field is reported here to be on the| 
verge of inaugurating a heavy} 
advertising campaign to promote 
its enriched products. 


Standards Pose a Problem 


One possible hindrance to the 
program is the rules on standards 
formulated by the Food and Drug 
Administration. FDA issued its pro- 
posed rules April 1, although the 
industry had been given some 
assurances as to what these would 
be in advance and thus was able 
to go ahead with marketing efforts. 

The industry has until next 
Monday to file exceptions to FDA’s 
proposed standards. The _ chief 
objection to the tentative rules is 
that riboflavin, also known as Vita- 
min B., is a required rather than an 


optional ingredient of all wheat 
products bearing an “enriched” 
name. 


The industry had indicated at hear- 
ings held last fall its desire to make 
inclusion of riboflavin optional. 
The industry agrees with govern- 
ment officials on the nutritional 
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PAYROLLS CONTINUE TO 
BREAK ALL RECORDS 


NAVY YARD PAYROLLS up 


MARCH, 1940, $1,442,702.00—MARCH, 1941, $3,365,317.65 


NAVAL BASE PAYROLLS up. ... 


MARCH, 1940, $723,267.04 — MARCH, 1941, $1,824,151.59 


FORD PLANT PAYROLL up 
MARCH, 1940, $347,638.11 — MARCH 


BANK DEBITS up 


POST OFFICE RECEIPTS up. 
Ist Quarter, 1940, $251,271.00—Ist Quarter, 


m wee - ; 
Not including huge volume of franked Government mail 


MARCH, 1940, $55,707,000.00-—MARCH, 1941, $79,126,000.00 
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1941, $490,418.45 
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1941, $297,666.00 


_ NORFOLK LEDGER-DISPATCH 
NORFOLK VIRGINIAN-PILOT 


| tends that its scarcity and high cost 


advantages of its inclusion, but con- 


threaten to hold back the whole 
program if it is a required ingredi- 
ent. The Millers’ National Federa- 
| tion, in a brief now being prepared, 
|is petitioning FDA to amend its 
proposed rules and make the inclu- 
sion of B. optional. 


Can’t Absorb Cost 


The Federation’s point is that the 
lextra cost of the added vitamins 
and minerals now included in prod- 
|ucts being sold under an “enriched” 
| label is small enough so that millers 
and bakers can absorb most of it, 
if not all. The supply and price of 
riboflavin being what it is today, 
the extra costs of adding not only 
B, but also B, would amount to- 
about 75 cents a barrel—at least 
part of which would have to be 
passed along to the consumer. 
Thiamin, nicotinic acid and iron, 
which make up the ingredients of 
B, as now included in enriched flour | 
products on the market, cost 30- 
odd cents a barrel. Adding B.,| 
would about double the extra cost, | 
it is claimed. 


— 
—_— 


It is possible that riboflavin 
soon be more generally available 
and cheaper. Thiamin, another 
synthetic, used to be more scare 
and more expensive before 
enriched flour program stimu] 
its production. Its price has | 
reduced twice since the prog 
got under way. 

The millers, however, hope F) 
will see fit to permit, rather + 
require, riboflavin’s inclusion. 7 
point out that as soon as the ay, jj] 


May 


able supply reaches the desireg 
level, FDA can change its r iles 
and make it a required rather than 
optional ingredient. 

When FDA will formulate ; ya} 
standards is not known, but in \ ew 
of the interest of so many arm. of 
the government, it may not be | ng. 
The industry will be given 90 « ays 
between the final order and _ its 
effective date. 

“Ladies’ Home Journal” 
Moves Up Closing Dates 

The Ladies’ Home Journal has 
announced shorter closing di tes, 
effective with the July 1941 issue: 
for color, the fifth of the second 
month preceding month of is:ue, 
and for black and white the tenth 
of the second month preceding 
month of issue. 

These changes, it was pointed out, 
represent a substantial reduction jn 
the interval required to print and 
distribute the magazine. New sales 


dates also go into effect with the 
July issue. 


Kelley Succeeds Benson 
at National Dairy 

Neal D. Kelley has been ap- 
pointed assistant to President Mil- 
ton Hult at the National Dairy 
Council, Chicago, succeeding A. N 
Benson, resigned. Mr. Kelley has 
been retail merchandising manager 
for the Ohio division of the Shell 
Oil Company for three years. 

A campaign poster for use dur- 
ing dairy month has been pre- 
pared by the council. It is in color, 
19% by 28 inches, and carries the 
headline, “Make America Strong.” 


| It will be included in four display 


kits featuring milk, butter, cheese 
and ice cream. 


Hygrade Buys Plant 

Hygrade Sylvania 
Salem, Mass., maker of fluorescent 
lamps and lighting units, has pur- 
chased the fluorescent powder plant 
at Towanda, Pa., formerly operated 
as a division of the Patterson 
Screen Company, Towanda. The 
entire plant personnel will be re- 
tained. 
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“STANDARD’ 


A large majority of subscribers to 


an advertising directory service use 
and prefer the Standard Adver- 
tising Register and service. The 
reason being that they have found 
that it serves them with an accurate 
and complete source of data on 
national and sectional advertisers 
and advertising agencies. 

The Register lists over 12,000 
national and sectional advertisers. 
It gives the executive personnel of 
the advertiser, including advertising 


manager, sales manager, divisional 


| managers, etc. It shows the agency 


THE RED BOOK..."THE ADVERTISING WHO'S WHO 


5 * 7 | y { f / . 
or agencies placing the account, in 
most instances with the agency ac- 
count executive. It outlines the dis- 
tribution of the advertiser's prod- 


uct and shows the advertising medic 
used. 


In fact, it gives all necessary in- 
formation to effectively solici’ the 
advertiser or agency either by mail 
or in person. Get more informotion 
about this valuable service. 


NATIONAL REGISTER 
PUBLISHING COMPANY, !nc- 


330 W. 42nd St. 333 N. Michigon Av® 
New York Chicago, !!! 


Corporation, 
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BROADEN CAMPAIGN r 


A DELICIOUS CEREAL 
Py’ he VITAMINS Bi ses Be 
pp, ~ f°. ay 


| > Se The Remarkable Market That the 
| ee == ; ; 
med Pay New Haven Register Built! 


RIVER | Agfa BROWN RICE 


te serve this mow hind of breahtes cereal with the metere! 


See | REGISTER CITY” is one of America’s most remarkable result-pro- 
pond we drive for River brand Pies ducing newspaper markets—in which The New Haven Register 
brown rice, vitamin rich product of | 


shen Rie’ Salon Company. wich» | COVers the urban market of Greater New Haven 98.4% and 82% of 
7. the entire market. This remarkable coverage of the New Haven 
« | Extend Campaign Register in “REGISTER CITY” is due to its splendid sectional sub- 
" F for Brown Rice urban editions that afford 32 townships a complete daily news service. 


‘: | Breaktast Food 


nd ' 
les New York, April 15.— Tying in 
the with current interest in vitamin- Fl ASH FAC i SS 
enriched foods, Southern Rice Sales 
Company last week stepped up ad- ul a 
ertising for its new River brand I D 
Puffed Brown Rice locally and ex- a ou t 4 q is t er 
tended the campaign to upstate it 4i t t 
ap- areas It is said to be the first Ci —_— h Gr r 
fil- breakfast food made from natural y e ea e 
'y brown rice. C ® M k 
hee Calling attention to the product’s onnecticut ar et. 
ger B, and B. vitamin content as well 
hell as to “a nut-rich flavor you'll be 
sure to like,” copy appeared here 
jur- n 600-line size, to be followed by eee eee 
pre- twice-weekly insertions of 50 and * REGISTER CIUPY has a popu- 
s 100 lines until September. lation of B46.645. Kighty-three cents 
the The upstate campaign was ; NPC Le iia 
= a jaunched this week in Albany, Troy of every REGIS'1 KR CUPY dollar 
cane and Schenectady with 50-line in- is spent by New Tlaven Register 
sertions. Copy will be increased to ° 
600 lines within a few weeks and readers. 
' then will settle down to 50 and 100- 
line insertions as in New York. * Avan Bed be CErEvearccs as 
won, Donahue & Coe directs the ac- REGISTER CLPY'S cove riipre 
cent ‘ ; Re) , , 
pur- jm count includes 32 townships and three coun- 
lant ties 
ale | Use Cover as Poster 


The For U. S. Forest Service *REGISTER CLPY has 888 in- 


> Te The Forest Service of the U. S. | ial | snot li | . 
Department of Agriculture has re- dustrial plants including the largest 
— produced the front cover of the 


heel Gth lesee @f The American brass manufacturing section — in 
Weekly on 300,000 posters, as part 
f a nationwide campaign against 
forest fires. 

Publicizing the slogan, “Forest 
Defense Is National Defense,” the 


America. 


* REGISTER CLUPY has no sum- 


eters reproduce a painting by mer slump. [ts 55 miles of sea coast 
= mes Montgomery Flagg and will increases the population 22.000 dur- 
- e sent to government, civic and 


triotie agencies throughout the ing) the vacation months. 


* REGISTER CITY has the see- 
ond largest railroad freight terminal 
pall America at New Haven. 


Appoints Wallace Witmer 


The Daily Graphic, Pine Bluff, 
\rk., has named the Wallace Wit- 
mer Company as its national adver- 

ing representative. 


ews shah AEGISTERL... get Seite ~~ — * REGISTER CLPY has the larg- 
est wholesale center in Connecticut. 


Composite night view of REGISTER CITY from the <ky. 
Photo by Fairchild Aerial Photo, New York City. 
REGISTER CITY is 55 miles in length and 36 mile. wide 


tt) 
= ates’ * 
Sioux City Market (aaa More Families in More Towns Read The 
With Over $2,000. New Haven Register Than Any Other Daily 


Daily Circulation. °~ 
Newspaper in Connecticut. 


Pepe City leads every city in 
State as a wholesale city. 
i eighth in the stock- 
yards industry in the United 
States. / : 


ie ,!340 it showed the largest May We Send You an Interesting Brochure in 
vail I Se. he entre pacing Color Describing REGISTER CITY? 
tion , 
oy ong tele of The Seoredl A ° 
XE, ROTHENBURG & JANN 
R York hecago - Detroit - San Francisco } | | 
iS ee Che New Laven Register 


NEW HAVEN, CONN. 


National Representatives: THE JULLILS MATHEWS SPECIAL AGENCY. New York. Boston. Chicago, Detroit. 
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April 21, 194; 


Terminix Finds 
‘Terrible Terry’ 
Boon to Sales 


Memphis, April 16.—Termites are Something  lack- 
no joke when the insidious little ing in that sort 
rascals do their usual “boring from of copy if the 
within” and literally bring down space was to ap- 
the house, but the termite menace proach its maxi- 
can be handled in a joculai mum efficiency. 
ner—with disastrous results And so “Terrible 


what terrible creatures termites are 
and how effective Terminix is in 
protecting the wood parts of struc- 
tures against their encroachments. 
But it was found 

that there was . 


man- 
to the 


termites and eminently favorable Terry Termite” 

results in sales of a termite de- was born. 

stroyer. That, at least, is the ex- Now “Terrible 

perience of the Terminix Division Terry” has FREE BOOK heips rox 

of E. L. Bruce Company. leaped into a ‘e¢ TERMITE Demage 
And that explains why Terminix major role in “1 nee, Sow gay ened 


Terminix’s 
rent drive for in- 


has changed its advertising tech- cur- 


nique. Once it was the practice to 
picture an example of termite de- creased sales. A 
struction and tell a prosaic story of series of adver- 
tisements now 
running in The am, 
Saturday Eve- © rerminix 
ECONOMICAL REPRODUCTIONS ning Post pic- a 


tures the vicious 
little wood eate! 
making such 
brash remarks as 
“Pardon my 
bragging but look 


BOOKLETS * FOLDERS 
MAILING PIECES 


500 (8% x 11”) copies $2.63 
odditionol 100's 22c—All sizes 
. 
Free Descriptive Monval; Complete Price 


One of the single- 

column Post inser- 

tions in which the 

humorous approach 
is featured. 


Schedules Available. Ask For Them. what I did!” “Ha! Ha! Is this 
rich! This beam was a_ beauty 
so I did my duty!” and “I hate to 


480 Canal Street, N.Y.C. WaAlker 5-0526 boast but here is my calling card” 


and he points with fiendish glee at 
examples of his handiwork. The 
same theme is carried out in news- 
paper copy and likewise supplied 
by Terminix to licensees. A coupon 
in the Post copy offers a 16-page 
booklet on “How to Detect Ter- 
mites.”’ Similar ads are appearing in 
American Home, Better Homes & 
Gardens, House Beautiful. House & 
Garden and National Geographic. 

Ruthrauff & Ryan, Chicago, 
handles the account. 


Open Television Studios 


The new $100,000 Don Lee Tele- 
vision Studios swung into action 
April 13 with the televising of the 
Hollywood Bow] Easter dawn serv- 
ices and the Wilshire boulevard 
Easter parade. The station had been 
off the air since last September, 
pending completion of its studios 
atop Mount Lee, highest accessible 
mountain peak in the Hollywood 
hills. 


Join B. & B. Staff 

William L. Sekuler, formerly with 
Typo - Graphic Service Company, 
has joined the production depart- 
ment of Benton & Bowles, Inc., New 
York. Ruth Loveaire, for the past 
eight years with Macfadden Pub- 
lications, and Ruth Drake, formerly 
with Pedlar & Ryan, have joined 
the agency's radio commercial de- 
partment 


The 2nd Pittsburgh Home Inventory 


They Buy. 


ries, Home 


Another Report on Family Buying Habits 


Pittsburgh housewives tell us ... What 
They Buy ... Where They Buy... How 
The market study includes 


brand information on Groceries, Toilet- 


Appliances, Automobiles, 


Tires, Gasoline and Motor Oil. 


This 2nd market study provides interest- 
ing comparisons with the First Pittsburgh 
Home Inventory, conducted in the Fall 
of 1937 as part of the 16-city Scripps- 
Howard Study. 


The Pittsburgh Press 


A SCRIPPS-HOWARD NEWSPAPER 


Member of the United Press, of the Audit Bureau of 
Circulations .. . And of Media Records, Inc. 


National Advertising Dept.. 230 Park Avenne, New York 


A representative of the National 
of The 
Pittsburgh Press or of the nearest 
Scripps-Howard office will give 
you the facts upon request. 


Advertising Department 


Chicago + San Francisco « Memphis « Detroit + Philadelphia 


CHANGING WORLD 


Eye-filling gals by Merlin feature a new 
campaign for White Owls which stress 
cigar changes in a changing world. 


White Owl, Merlin 
Prove That Things 
Have Changed 


New York, April 16.— Keyed to 
the theme, “Things have changed 
a lot since 1929—and so have White 
Owls,” General Cigar Company 
yesterday launched a large - space 
campaign in 32 newspapers in 24 
metropolitan centers. The adver- 
tisements tie in with the commer- 
cials on White Owl’s news broadcast 
featuring Raymond Gram Swing, 
heard twice weekly over 77 stations 
of the Mutual network. 

An enticing bit of femininity, 
drawn by Merlin, takes a prominent 
part in all the illustrations showing 
the changes that have taken place 
since 1929. Copy summarizes the 
White Owl story by comparing the 
improvements in the cigar with 
those of fashions, movies, auto- 
mobiles and the like. 

J. Walter Thompson 
New York, is the agency. 


“SLENDER ELEGANCE” STAYS 
IN WEBSTER CAMPAIGN 

New York, April 17. — Supple- 
menting the 1941 magazine schedule 
which began in March, Webster- 
Eisenlohr, Inc., will use 14 news- 
papers in 12 major cities across the 
country in a spring campaign for 
Webster cigars, beginning April 21 
The combined campaign surpasses 
last year’s program, which was 
credited with giving Webster 46 
per cent of the total sales increase 
in the 10-cent cigar classification. 
The magazine schedule’ includes 
Life, National Jewish Monthly and 
The Saturday Evening Post. 

Both newspaper and magazine in- 
sertions feature the “long, lean” 
type of layout which has character- 
ized the company’s advertising for 
the past two years. Newspaper copy, 
in one and two-column insertions, 
will continue to stress the “slender 
elegance” of the Webster cigar, with 
emphasis on various elements of 
the national defense program in the 
illustrations. 

Spot radio is being used to sup- 
port the company’s Tom Moore 
cigar in the Southwest. N. W. Ayer 
& Son, Philadelphia, directs adver- 


tising 


Company, 


Forums for ANPA 
Mechanical Conference 


The fifteenth annual American 
Newspaper Publishers Association 
mechanical conference, to be held 
at Hotel Statler, Buffalo, June 9-11, 
will conduct four major sessions in 
“forum” style 

Sessions covering photo-engrav- 
ing, composing room, stereotyping 
and presswork will be open to gen- 
eral discussion from the floor, with 
no addresses or papers delivered. 


Woman Becomes Publisher 


Mary Laning Taylor has been 
named publisher of the Times, Os- 
wego, N. Y., in accordance with 


provisions of the will of the late 
Stuart W. Smyth, who asked that 
she be named his successor. Miss 


Taylor, as executrix, is to provide 
for the former publisher’s mother 
juring her lifetime. 


F ibber M cGee 


ee 


Grabs Radio's Top 
Spot in April Pol] 


New York, April 16.—Fibbe, 
McGee & Molly,” the Johnson Wax 
fun frolic, has soared into first 
place in popularity among ev: ning 
radio programs, according to the 
April report released today by ©. F 
Hooper, Inc. 


The Johnson program, which 


| jumped from fourth to second » lace 


in the Hooper ratings last month. 
now holds a three point margin 
over the field. “Charlie McCarthy” 
sponsored by Chase & Sanborn. 
dropped from second to fourth 
place during March and wert ty 
fifth place this month, according ty 
the report. 

Jack Benny, sponsored by Gen. 
eral Foods Corporation for Je}]-9 
went from first to second } lace 
with Walter Winchell, sponsored by 
Jergens, moving up from se\ ent} 
place in March to the third ra: king 
spot. Pepsodent’s Bob Hope dropped 
from third to fourth place. The 
current Hooper ranking is: 

1. Fibber McGee. 

Jack Benny. 
Walter Winchell. 
Bob Hope. 
Charlie McCarthy. 


ue wh 


Smith-Lee Introduces 
Patriotic Package 


A red, white and blue patriot 
package for milk has been intro- 
duced by Smith-Lee Company 


Oneida, N. Y., and Piqua, © 
consists of a red cellophane ho 


and blue sealing tape against th 
white milk. 
The Flack Advertising Agency 


Syracuse, N. Y., handles the account 


Appoints Ray-Hirsch 

Sun Valley Togs, New York, ha 
appointed Ray-Hirsch Company 
New York, as advertising couns 
for its Broomstick skirts and wo- 
men’s sportswear. 


ANIMATE 
YOUR TRADEMARK 


DRAMATIZED 
Point-of-Purchase 


Animated Displays 


A Foamflex eagle with a 14 inc 
wing-spread—the trademark ©! 
Waltham Watch completely an 
mated—a perfect attention com 
peller. So beautifully constructed 
it commands best retail store place 
ments. 

Foamflex, flesh-like rubber, an’ 
mates easily and inexpensively— 
or we can do wonders with you 
trademark in other media such # 
plastique mache, Vultex or ny 
of the plastics. All built in our ow" 
or affiliated factories. AND we 
supply IDEAS. Write or phone 


GARDNER DISPLAYS 


477 MELWOOD STREET 
PITTSBURGH, PA 


16 W. Gist STREE! 
NEW YORK, N. Y 
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WRITE A LETTE! 


It’s only a few steps to the nearest mail 
box—write a letter! Take a little chunk 
of your heart and spread it over some 
paper; it goes, oh, such a long way! 

Write a letter to your mother or father, 
to your sister, brother, sweetheart, loved 
ones. Are they dear to you? Prove it with 
a letter! Are they far from you? Bring 
them near to you with a letter! Write a 
letter and give them the same thrill you 
had when you last received that same 
kind of a letter. Think of the joy of open- 
ing the mail-box and drawing out a warm 
envelope enriched with old familiar 
handwriting! It’s a thrill that lasts! 

\ personal letter—it’s good to gel one. 
So send one—write a letter! 

Write a letter to the aged relative who 
hasn't many days to live, the friend of 
your father, the friend of your family, 
the one surviving link between your own 
present and past. Don’t wait for that dear 
soul to die till you act. Act now with a 
message of love to cheer those last few 
days on earth. Sit down and start writing! 

Write a letter to the author whose story 
gave you that delightful half hour last 
night. Write a letter to the cartoonist 
whose serial strip you avidly devoured 
this morning: to the teacher who inspired 
you twenty years ago; to the doctor who 
saved your baby’s life; to your old em- 


» a ae ae a a ae a ae ae aes 


ployer to show him there was something 
more between you than a pay check. Be 
a human being—write a letter. 

There’s a man in public life you 
admire, believe in, rave about. Write him 
a letter of praise, of encouragement. To 
be “with him in spirit” is not enough 
show your spirit with a letter. We can't 
all be pioneers, crusaders, presidents 
BUT we can help those brave men stay 
on the track and push through to success 
if all we ever say is “Attaboy!” Write 
an “Attaboy”™ letter! 

Write a letter and— give. Give praise, 
encouragement, interest, consideration, 


iy 


“Write A Letter,’ by James T. 
Mangan, is generally conceded to 
be one of the four greatest adver- 
lisements ever written, It first ap- 
peared in Advertising Age seven 
years ago in a Collins, Miller & 
Hutchings copywriters’ forum. We 
publish it today in dedication to 
all the boys in the camps so far 


away and their folks back home. 


COLLINS, MILLER 
AND HUTCHINGS, INC. 


Chicago Photo-Engravers 


207 N. MICHIGAN AVENUE, CHICAGO 


gratitude. You don't HILAVE to give these 
things; but the real letter is THE ONE YOU 
pon T HAVE vo write! 

The sweetest, gentlest, and most useful 
of all the arts—letter writing. Great, 
grand characters like Washington, 
Franklin, Lincoln, and the greatest men 
of all nations, have been regular letter 
writers. Write a letter! Write it with pen, 
pencil, or typewriter. Use any kind of 
paper, any kind of spelling or grammar. 
It doesn’t matter how you say it, and it 
doesn't even matter what you say; its 
beauty, its gold lie in the pure fact that 
it's a leller! Mach mistake is another hand- 
clasp; every blot is a tear of joy. 

Do you see a job? Do you smell an 
order? Is your mind on business? Write 
a letter. Then write another letter. No 
business, no individual, built on the 
“write-a-letter” rule ever failed. Because 
you simply can't fail, if you write a letter. 

Try it, you'll like it. Great joy and 
many surprises are in store for you. You'll 
get letters back. You'll get help from 
unexpected sources. All that you gave in 
your letters will be returned to you a 
thousandfold. For a letter is a three-cent 
investment in bountiful good fortune. 

Write a letter! Whether you say: Atta- 
boy!’,*Thanks!", or “*Llove you!”’, always 
remember: A LETTER NEEDS NO EXCUSE! 


a a a a a ae ae ae ae as 


OV IIIILLLL LLL LLL 


Daa aaa as 


Mh 


Eas) . 
is em 
j * 
f j zi ei E a =e ra ov . P os * * ey “e | 
y q . eats eee ae eee ee ew ae : bt a P sa 
] FA L / : ~~ -. * 7 7 / - f. 7 
e Y ge nin Mal — / a ry 2. * . 7 
707 Zmby, ) = 
n Vv DY, site, Fe Ve gil ae. 
m (amp LL ~) iy, na ee, oo aa tend 
, * ; Ky. 1, og eS _ aoe 
n- Mi. _ NG SS We oe ey 
0) sl * ‘ : tate ‘ . . AL ‘ i. 
| Fi: 
4 ae 
lot , ' : 
tr Y 
nes ‘A ; 
y ‘ai — 
wht a 
ha - 
pany cS 
unse : Be 
W0- y 
<j 4 ee 
Rk \, 7 
4 Uy, a en 
»| 4 e 
4 Yj se? 
f | 
Y i 
§ 
_ ~ 
“air 
4 
y a 
gare i 
4 
i Saiae ee 2 eee: Re gl eee Pee: ge, RN, eee Ne Ges a, eM a Oe i 9 Sal wert PY paler ovis 5. ie LNT Tiny: CR | ere, Fs 2 
gure eM RR get TS SE Re aa Pe Ti es OE en ee eee ae 


12 


ADVERTISING AGE 


April 21, 194) 


Adv 


THE NATIONAL NEWSPAPER OF ADVERTISING 


Trade Mark Registered in U. S. 


Patent Office 


Entire Contents Copyright, 1941, by Advertising Publications, Inc. 
ISSUED EVERY MONDAY BY ADVERTISING PUBLICATIONS, INC. 


Publication Office, 100 E. Ohio St., Chicago 


New York Office, 330 W. 42nd St. 
G. D. CRAIN, 


JR., President and Publisher 
S. R. BERNSTEIN, Vice-President. O. L. BRUNS, Vice-President. E. KEBBY, Secretary 


Tel. Del. 1337 
Tel. BRyant 9-6432 


Editorial Department 
S. R. BERNSTEIN, Editor; IRWIN ROBINSON, Managing Editor; MURRAY E. CRAIN, 
A. P. MILLS, FRANK HICKS, RALPH O. McGRAW, E. C. HALL and J. CORTADA, 


Associate Editors 


Correspondents in All Principal Cities 


Advertising Department 


ertising Age 


NEW YORK: M. D. Hicks, Eastern Advertising Manager; E. F. Thayer, Philip W. 


Murphy. 


SAN FRANCISCO: Simpson-Reilly, Ltd., Russ Bldg., Walter S. Reilly, Manager. 


LOS ANGELES: Simpson-Reilly, Ltd., Garfield Bldg., N. F. Loundagin, 


Manager. 


ATLANTA: B. Frank Cook, Walton Bldg. 


MEMBER 


Audit Bureau of Circulations, Associated Business Papers, Inc., National Publishers | 
Association, Advertising Federation of America 


Vol. 12, No. 16 


April 21, 1941 


White Collar Workers 


An executive of well-known 


clothing manufacturing company 
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| 
| 
| 


|to its apparent dominance by rad- | 


recently startled a friend by telling | 


result of 
been 


him that 
creases which have 


as a wage 


given 


P | 
in- | 
to | 


its workers, following pressure from | 


the unions, the company has 
nounced a similar increase in the 
pay of its clerical and _ white- 
collar workers as well. He admitted 
that this has not always been done 
in the past, but assured his friend 
that it will be the policy in the 
future. 

Employers in all lines have been 
too much in the habit of thinking 
of their “labor problems” as related 
only to those who have the weight 
of organizations and union labor in 
general behind them. Thus it has 
been customary to industrial 
workers receiving steady additions 
income, through negotiation, 
white collar employes in 
departments have struggled 
with only occasional indi- 
recognition to reward their 

Of course the latter have 
enjoyed extra benefits, 


see 


in 
while 
other 
along 
vidual 
efforts. 
frequently 


an- 


| 


such as vacations with pay, but as | 


a class their lot has not been par- 
ticularly pleasant. 

One result of this neglect of the 
unorganized groups been the 
entrance of the labor union organ- 
izer in this field. Much this 
development has been resented in 
certain quarters, it must be ad- 
mitted that in many cases it has 
been more than justified. The cur- 
rent represented by the 
Newspaper Guild, for instance, due 


has 


as 


problems 


| 


ical influences, would probably 
not have arisen if newspapers had 
paid their editorial employes on the 
same relative scale as the workers 
in their mechanical departments. 
From the broad economic stand- 
point, it is unfortunate that a cor- 
rect balance among the various 
groups of the population has not 
been maintained by proper distri- 
bution of business income. One of 
the basic arguments in favor 
government benefits to farmers, and 


of 


| 


A NEW DOUBLE-PURPOSE PACKAGE LABEL 


"Them's brands, lady. Our 


Country Gentleman, 


boss is an advertising man." 


Ad-libbing 


Behind Comes Forward 


Our own extremely delicate sensi- 


| bilities are jangling like an alarm 


one which has not been successfully | 


met, is that governmental policies 
in the matter of 
have benefited manufacturers at 
the expense of the agricultural 
group. In the same way, the gov- 
ernmental policy supporting organ- 


tariff protection | 


ized labor and backing the demand | 


collective 
mainly 


labor for 

helped employes 
manufacturing, mining and _ trans- 
portation industries, while neglect- 
ing the millions who toil in stores, 
offices and other white-collar occu- 
pations. 

If we are to maintain the right 
kind markets, with 
consumer buying power properly 
distributed among all we 
must begin to recognize the lack of 
equity in consistent wage increases 
for organized labor, without corre- 
sponding increases in the wages of 
those who lack organization at 
present. Failure to do will of 
course accelerate the trend toward 
the unionization of the latter 
groups. 


of 


has in 


of consumer 


classes, 


so 


Prices and Volume 


Miss 


commissioner 


Elliott, 
the National 
whose 


Harriet 
ol 
Commission, 
of 
flow of consumer goods unless and 
until such 
directly with 


De- 


fense stand in 


favor the maintenance of a free 


distribution interferes 


the national defense 


consumer | 


program has been favorably com-| 


in these columns, made 
at the 
conterence 


mented on 
remark 
education 
Mo., which 
questioned. 

“Profits have been sought out of 


recent 
at 
believe 


a consumer 
Columbia, 
should 


we be 


high prices and restricted volume,” 
she said, in summarizing the policies 
ol 
for 


American business, and the need 
full 
capacity for the benefit of the con- 
Miss Elliott may be able to 


in 


employing productive 


sumer 


find instances which manufac- 


turers have preferred to produce a 


limited volume at high prices, but 
she is completely wrong in ascrib- 
ing such a policy to business in 
general. 

oi { 


As 


and 


of 
of industries 
have been due to the adoption of 
the the 
expansion of markets, the lowering 
of and the development of 
profits based on maximum volume. 

If Miss Elliott believes that 
industry should at full 
capacity at all times, allowing prices 


matter fact, 


our 


a the growth 


expansion 


exactly opposite policy 


prices 


operate 


to seek their own level, she is rais- 
ing a 
satisfactorily 


question which cannot be 


answered in a free 
enterprise system, in which compe- 
tition to maximum 


volume, and production is adjusted 


works obtain 


to the available business. Perhaps 
but with 


full understanding of the cost. 


this plan should be tried 


The problem is not primarily one 
but of 
conditions 
of 
That is a problem which 


of 
favorable 
the full 


capacity 


production, creating 


economic for 
utilization productive 
producers alone cannot be expected 
to 


solve. 


bargaining | 


clock that’s been sounding off for 
15 minutes and still refuses to give 
up. Our friends are outraged. And 
our Aunt Samanthy .. . well, she’s 
been in seclusion in her own room 
for 72 hours. And it’s all due 
the 100-line advertisement that 
Saks Fifth Avenue prepared and 


SAhS FIFTH AVENUE 


et Pockefeller Center 


pigeon 
behinds 


taken smoothly 


down by the firs 
inner panel in 
this S.F.A. 
step-in girdle of 
mercerized French 
type elastic. peach 
only. sizes 


27 to 24. 15.00 

Fourth Floor 

the New York Herald Tribune (of 
all papers) forced on our attention. 
We've tried reading it slowly, then 
quickly, then with all of 
inflections and changing emphasis; 
and we've asked all our remaining 
friends to do the same. But no 
matter how we attack it, that 
“pouter-pigeon behinds” headline 
still means behinds to us. And we 
just can’t get over it. Behinds 
not a direction, not a code word, 
but actually a reference to a portion 
of the human body, and the female 


Corsets, 


sorts 


body, at that. My, my! Are we 
in for a brand new wave of 
Frankness in the advertising col- 
umns? 


Employe Report 

Best of the reports to employes 
we've seen recently is the one Gen- 
eral Motors has just issued. It’s a 
fast-moving, lively publication, with 
all the necessary figures and charts 
in it, but it still looks like it would 
be fun reading it, and it is. There 
are a lot of interesting things in the 
report. One of them is the revela- 
tion that GM sales of cars and 
trucks to consumers in the United 
States hit an all-time peak during 
1940; another is that total sales of 
all GM products likewise hit a peak, 


as did payrolls. “Over the years 
GM’s position in the domestic mar- 
ket for cars and trucks has sub- 


to | 


| stantially improved,” one chart cap- 
| tion says, while the chart above it 


50 per cent mark as its share of the 
market. A _ pictorial chart 
center breaks down the sales dollar 
as follows: 48.3 cents for materials, 
supplies, freight, etc.; 27.1 cents for 
compensation of employes except 
executive management; one - half 
|cent for executive management pay; 
| 11.4 cents for taxes; 3.3 cents for 
renewal of plans and equipments 
and for contingencies; 8.2 cents for 


business. The current report to 
GM’s 250,000 employes is the first 
time this has been published sep- 
arately; during the past two years 
it was published as an insert in 
“GM Folks,” the company’s monthly 
house organ, ; 


Bowing Out 

Not so long ago we commented 
on the unusual volume of unusual 
advertising which our scouts in 
| Wisconsin turn up for us. Appar- 
;}ently to show that their past per- 
formance was no flash in the pan, 
one of these Wisconsin wizards has 
just sent us a clipping of a small 
|two-column advertisement which 
/appeared in a Superior, Wis., daily 
| the other day. It seems that Mu- 


nicipal Judge Fred S. Parker of Su- 


J 


perior was defeated for re-election, 
whereupon he promptly proved it 
was a mistake 
public service by inserting the fol- 
lowing message: 
THANKS 

I have been Municipal Judge 
more than half of my life. Dur- 
ing that time twelve local 
judges of other courts have 
died in office. I could not think 
of a good excuse for quitting, 
but I now have the best excuse 
in the world. 

Thanks for letting me escape 
alive. 

Frep S. PARKER. 


Scotch in the Lead 


Scotch and soda is still the na- 
tion’s outstanding popular drink, 
Ahrens Publishing Company tells 


us, having just completed its sixth 
annual survey of 5,000 top flight 
hotels and restaurants. Scotch has 
topped the popularity poll for the 
past four But the bourbon 
highball coming up fast—from 
fourth place last year to second this 
year. It got 19 per cent of the total 
preference votes, but Scotch is still 
out all by itself with 38 per cent 


years 


IS 


The rye highball occupied third 
position, and Martinis and Man- 
hattans were next in line. 


Jottings 
Deac Martin has produced a very 


interesting booklet, “The First 100 
Years,” to mark the centennial of 


|The W. Bingham Company, Cleve- 
land hardware wholesaler. Among 


other things, the booklet contains 
some interesting specimens of old 


advertisements. . 


shows the company approaching the | 


in the | 


dividends; and 1.2 cents left in the | 


to take him out of | 


—a ee 
—— 


Information 


for 


Advertisers 


The following documents may pe 
secured without charge from com. 
|panies sponsoring them, or t} rough 
ADVERTISING AGE, by any nationa} 
advertiser or advertising ageney 
executive writing on his business 
| letterhead. 


No. 1790. Seeing is Believin 
In this new sample book, Kim. 


berly-Clark Corporation lets Try. 
fect, Kimfect and Multifect | eve}. 
| coat papers do their own selling job, 
which they do effectively by - how. 
ing how they send off an adve stise. 
'ment’s appeal. The three ) «pers 
form the pages of the plastic-: oung 
brochure and carry illustrating of 


many types of subjects in v: rioys 
reproduction processes. 


No. 1791. Census Data on the Bak. 
ing Industry. 

Bakers’ Helper offers this ‘older 

containing tabulated Census data, 


from preliminary reports, on bak- 


ery products by kind, quality and 
value, and materials used by the in- 
dustry. It also contains a _ break. 
down of plants by value of prod- 


ucts, and a tabulation of bakery 
|machinery produced. 


No. 1792. Early Morning and Lat 
Evening Listening Habits. 

This booklet tabulates the ‘ind- 

ings of Radio Station WCCO’s sec. 


ond investigation of early morning 
and late evening listening habits in 
|the Northwest. Charts show the 
time sets are turned on in rural! and 
urban Minnesota, the Twin Cities 
out of state and the total sample 
WCCO listening habits by the same 
| breakdown; a county breakdown of 
respondents; and auto and auto- 
radio ownership by income groups 


No. 1793. Wha’ d’ya Mean—Edi- 
torial Policy? 
There is no editorial speculating 
for the comics editor, Metropolitar 
Weekly says in this new booklet. I! 


|defines editorial policy in un- 
pompous terms and shows how it 
works for Metro Comics. Reader 
reaction to the goings-on in _ the 


strips is related, and advertisers ar 
listed—both happy groups becaus 
of editorial policy. 


No. 1794. Lakeland, Florida. 


The Lakeland Ledger has issued 


this file folder of market data on 
the Lakeland retail trading zone. I' 
tells about the size of the area 
population, industries and_ retail 
outlets and sales. Facts about th 
paper’s editorial standard, its cir- 


culation, and merchandising coop- 
eration are included. 
No. 1795. Advance Analysis 0! 


Census Retail Sales Figures. 
Small city sales were up 28 pe! 
cent, 1939 Census over 1935, accord- 
ing to this analysis of Census retail 


sales figures issued by Household 
Magazine. The folder contains maps 
of the country showing the distri- 
bution of retail sales in smal! cities 
and towns under 25,000, and tie pe! 
cent of increase in retail sales, 1939 
over 1935, for cities and towns ove! 
and under 25,000. 

No. 1745. Listening Audience, Cen- 

tral New York State. 

This folder, issued by SYR, 
Syracuse, has an inside pocket which 
holds loose leaves reportin, five 
different listener surveys. The) 
cover station popularity in ;) rnc 
pal cities, in ten counties rest 
Syracuse for both farm an city 
listeners, and in a _ typica! farm 
region. The fifth survey «hows 
what local merchants think o 
WSYR as a mover of merch: ndisé 
No. 1785. For Intensive Cove age- 


Extensive Sales. 
Radio Stations WHK-WCI ave 


issued three file folders con’ ‘nine 
tabulations of market data ver- 
age maps and rate cards. I ide 
is an Outline of the stations’ duc’ 


and program promotion acti’ 
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2017 Home Detectives 


ON CONSUMERS OF a 


ne : 
if 9nesj 
he uth W. shes a 
\O- alves & 
: l tomach § — 
P T’S TAKEN over a year’s work but we've got the facts—startling, new, and Vitamin so ”ceteners 
i- = ? . Urce 
q hot off the press—facts that prove, for the first time, where a big block of your , 
ing sales are goi P8letries 
tan , L ng. 
ng This new book is a market story of cosmetics, drugs and sundries and toi- g Tissue 
in- mi * A es, Lian; 
it letries. It is the report of 2017 farm housewives from coast to coast. It has : cg 
S . . * . . e 
- nothing to do with magazine readership. It shows what items farm people buy, Powde, 
ar how much they buy and what they pay. It’s the newest in a series of fact-filled 
- books which contain the findings of the most exhaustive farm buying study Hair Dressings 
ever undertaken. €Parations 
— ° ° : . late 
ued If your product is in the list at the right—get this book! It will show you (by tleansers 
. 2 o P ectric 
= economic groups) : Safety 
rea. traight 
tall 1 Acceptance of your type of product on farms Napki 
the ’ ampoo Pkins 
cir- *,: S H ~ 
2 Brand preferences for all commodities paving Creams Lathe 
aadl Ng Creams . 
° ent : ms, B 
3 Amounts spent for various commodities te. lotions" Shless 
0 ing oa 
_— , : ° Ps 
. 4 Variations in purchases between economic groups oth Brushes 
pel 
ord- 5 Farm preferences in price-sizes. 
etal 
hold —— P 
we This new book will help you gauge the actual 


extent of the farm market for your product. It 
may enable you to uncover new sales opportuni- 
ties in a field that many successful advertisers 


1939 aie " have already learned plays a vital part in national 

wet a \ 4 consumption, Other volumes, already issued, 

_ c give similar data on Foods, Automotive Prod- 

Cen- ucts, Household Goods, Baby Products, and 
, | JOURNAL General Data. They're free to manufacturers 

SYR, AND Farmers Wife — and their advertising agencies. Call or write 
' \ ell : dit 


your nearest Farm Journal office. 


WASHINGTON SQUARE... PHILADELPHIA 


New York, 420 Lexington Avenue Chicago, 180.N. Michigan Avenue Detroit, General Motors Building 
Seattle, San Francisco and Los Angeles 


America’s Largest Rural Magazine 


VER 2,560,000 NET PAID 
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ture and legitimate theater public- 
ity men are in the habit of quoting | 
favorable comments from the re- 
views of newspaper critics. Walter 
Winchell recently wrote in his col- 
umn in this connection: “Don’t use 
this column or any quote in it to ex- 
ploit anything without first getting 
my permission.” Is this warning 
justified? Is there any legal rule 
that bars the use of quotations from 
the reviews of the critics to adver- | 
tise the shows criticized? 

Answer 13. There are two rules 
of law that justify Winchell’s 
warning. The first is that under a 
New York statute and under the 
common law in certain other states, 
a person whose name or picture is 
used for advertising purposes with- | 
out his consent has a cause of ac- 
tion for damages, such use consti- 
tuting an invasion of his right of 
privacy. Hence the critic’s name 
may not be used, and without that 
the quotation would generally not 
be considered worth using. The 
second rule was discussed in answer 


to Question 12. It is that copy- 
righted material may not be used 
for advertising purposes, not even 
to the limited extent of a single| 
sentence, without the permission of | 
the copyright owner. Winchell’s | 
column is, of course, copyrighted, 


as are those of many of the regular 
critics. 


Penalty for False Advertising 


Question 14. A widely 
uted consumer pamphlet has this | 
question on its cover: “Did you | 
know that there is no penalty 4 
false advertising as such?” Is it a 
fact that there is no such penalty? | 

Answer 14. It is true that there 
is no penalty for false advertising 
under the Wheeler-Lea Act unless 
the product advertised is dangerous 
to health or the advertiser intended 
to defraud the public. There may 
also be a penalty for the violation 
of a cease and desist order, that is, 
a fine up to $5,000. False or mis- 
leading advertising, for purposes of 
action by the Federal Trade Com- 
mission, is considered as a species 
of unfair competition and is pro- 
hibited as such rather than directly 
as false advertising. But under the 
numerous state statutes relating to 
this subject, false advertising is a 


distrib- | 


criminal offense and punishable as 
such. 
Question 15. As the Federal | 


VA, 


» 
Ss 


ROR 


Cabal 


4 


Cala 
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censorship both literally and actu- | approval or disapproval of advertis- also a reproduction, in the naga. 
‘a ally. And that is the very thing|ing matter by the Federal Trade zines in actual color, of the package 

Our Own Legal Quiz-Ill that the constitutional guarantee of Commission or any other body or in which the cigaret referred to ;, 
a free press was intended to pre- | party would, therefore, constitute a sold. There was a copyright no. 
Answers to Readers’ Legal Questions vent. Originally no one could op- | surrender, in part, for the sake of tice in small type immediately be. 

erate a printing press in England|mere convenience, of the funda- low the cigaret package. Docs this 
By HARRY HIBSCHMAN and in the American colonies with- | mental liberty of all liberties, free- notice protect the whole ad” Does ; 
7 . rhe out a license; and, even if he had | dom of the press. Surrender of the it protect the picture of the gir)» , 
[Editor's Note: The following|Trade Commission checks all ad-| 4) a license, he could not print | smallest mite of that freedom is not. Answer 16. It is doubtful ether 
questions have been submitted to) yertising after it has been published, anything that had not been officially to be thought of for a single min- the notice in question protect ony. . 

Mr. Hibschman by readers of AD- | or at least is said to make periodical | approved. The object of our fore-| ute if other freedoms are to be ex- thing except the cigaret p: kage: 
a AGE or by members of | check-ups, and no one can know ab- | fathers in providing for freedom of pected to survive. and in that case, of course, tie no. F 
audiences of advertisers, advertising solutely what is or is not objection- the press was to ban forever any- i tice is effective only if the Opy- , 
men and businessmen in general) qnie, would it not be better from) thing in the nature of prior licens- Copyrighting Advertisements right law has been complied wit) . 
which he has addressed recently On | every standpoint if all copy could be| ing or censorship and to permit) Question 16. A certain cigaret| in other respects. If the int ntion . 
the Pacific Coast. This is the third | «bmitted to the Commission in ad- every one to print whatever he | was recently advertised in many | was to protect the whole advertise. : 
— © Sree of such adenapatairhage! Addi- | nance for approval or disapproval? | chooses but to be held accountable | magazines and newspapers with | ment, the notice should have beep P 
tional questions of general interest) Answer 15. It might be handy if after the publication if it proves ob- | full-page advertisements containing | at the top or at the bottom, refer. : 
rales welcome, and will be dealt with| that could be done, but it would scene, defamatory or violative of the a painting or drawing of a beautiful ably at the bottom, certainly ot in : 
in subsequent discussions. } not be better. In fact, it would not! law in any other respect. To sub- girl by one of the country’s best the body of the ad. ; 
Question 13. Both motion pic-| be well at all, for that would mean/| mit to the advance examination and known and highest paid artists and Question 17. May the F-derg : 


THEY —_—- wa OF THE NATION’S CORN 


TAKE 


CORN 


FOR INSTANCE... 


ONE-THIRD 2: sm 


LIVE IN THE : HeaRT 


=~ THIRDS 


THEY MUST DIVIDE 28%.. 
—_—_—_—_— 
THE NATION’S CORN PRODUCTION 


OF THE FARMERS LIVE 
OUTSIDE THE “HEART” 


14; 
14; 


-THE REMAINDER OF 


Actually," 


Heart” 


farmers are worth more than 2 for I 


THAT'S 


America’ 


TALL TALKING ABOUT TALL CORN: 
72%. But this waving field of gold is just 
another profit-picture " Amesten’s 
tural Heart...the 13 Upper Mississippi Val- 
ley States that produce more than half of 
s farm wealth. Remember, too, the 
Heart” ee | is not a single-cropper but 


Agricul- 


customer. That’s 


Yes, on every count, 
has what it takes...to make a ready -cash 


home to America’s 


a diversified factory-farmer. Not only does 
he sell corn as corn but he also sells corn 
as cattle ...the finished product. 


Mr. “ 


Heart” 


<n 
x 


a 


~ 


Farmer 


why Successful Farming. 
y 


dollar for dollar, is your best farm-buy. }t is 
selective and effective. It brings your story 
top-half farm-families 
...the two-for-oners...at the lowest rate pet 
page of any magazine in the farm field’ 


Meredith Publishing Co., Des Moines, Lowa. 


arr. 4 
: ff \RM c } 


a x Wee aig i ae . a K - “a eae EO ifr : 5 adil or atte Oe ea ae ee ‘ A ja 7 bony ae ah. eRe eae POE ae . Sit : ie 
. . . . - . + * s * * < rm < ‘ ; ; 
af 
ee 7 
a 
rs : 
pave ala 
ss % i 
‘- 3 ie : 
epi 
AL a 
ie 
are 
Pl 
—s 
& 
th SSS 
a) a — - 
a ’ vd Fae 7, © Fy; ey > a t * wh a9 ‘ es el * ® ae is oo ae 4 A 
aoe Br é ae = ae «tee: Beas my + Aye? Ps rae ; ie Be. ok, ae : ¥ - j a 
ams. punt gies § - 1, a Og ‘eg De hoe Pree 4%. . ¢ ” 7” q 
i cin: Pon ee Soe Fr <4 ? ’ me 
em ie Ee 2 “s one ; ; > ee 
al Oe nea Re 2 > ee ‘ 4: ‘ 1 i ir. oF 
: = ae; a ge ee v 24 A ‘ Mah a? , : tigeee a : , a oe ane ets / 
le x he A eee, € Fey ee . : gp ee, i i , ig ed a P - 4 
ae i) eee Ppeerny t4 as ita Ss wn, ine SS ee ' ; ; ig. hea . 
3 a ¢ ae ea oa : Bg IR OS ie ee eee ng ” ; € to ag 
Bs i A. 7 : j ¥ “ry a Bee ' an ih re ak. $i om ae is ae ee We Ge 4 3 ” a ‘ M0: oe ea 7s - . 23 q 
aut : 2 eo ,. oe a ee Rs soy : ‘ f es <7 ee rs F * . j 
: Rees ot, et eS? See vipey ee oe ae hs" : a oes , , : 4 is 
a sai as Spee ot, See eg. 2° wil aes te ee at ae as Racal Pe Bes, “ a é 
- . nee ee a Pio Ni ye tg o4 orl 4 ek | aa 
4 a: a - : a ae , ee a ab, i re i “ be age : : ae - on Sims Hy z 4 
: d Be ae: Roe? en le Cs Re eee ges eo] eg ae v4 , i 
ak ei ; fe ae ry £oy J rs = pr ek Pee 9. py ‘ ene acd | Pete >: Fé Motes! ia me \ : , 
: bi = 5 o 3 2 “Wea: i ; . " on ee 2 “ig ae i Pee ny eae on ae te ¥ Be 
st ee Ae VaR OTN a ee Ms ee TIT oe Pk sh yey) ae rN Me * seid = 
as ae is, aa we sae} % C7 Re ae Se Em / ~ ak * i) é We, . z= 
ia ol . ew . Sd ig ~ ee ee Faae ts roy * Pe ip % ar 
a ‘ Pre . : + ae ate Pe a i ep ) Ft tm 
eh ‘ q ad en ty. Re Ce colar fig “2 ae 7 . “ ae i, 
eer nn Mis ‘ se 1a vee 2 : e «. ; re] o »* , a be i P i f= 
a s a . "ee * ia% Pied 2 oe < he , eats ae & #3 
% fe wd a i * ore te j a. er. Seas i a 
ee ae ie ee a ‘ ~ "SS a Bast 
ya se fe: eB ™ ae a > ™ a 
: = , A sl te b j ‘93 eee . 7 Fee in = "4 
J aa 2 ? * * Ae, a » - . ip im ty ed 
F 4 a nee Fees ou, © , ; bie! 7 pat - ft 
“ie es % ; , -« Pin 7 , 7 
= “eg b : * 3 si ta . soe j a > Sixt: 2 
. : * ee * Ae “s 4 . é ‘ P \ ss aa ® 
a * ’ y ‘ {jj} es 4 
ma - PY, ba , me | ? * EP ; 
‘ “on " ! ~ 
— ry wy 4 " } ee 4 
’ ee: lia i . +4 * we A gee 24 
_ er og a ne Z "aud, “8 " See ah oa c ey pint at's ¢ j .t 
Ey: ag ’ ee ae f x 7 ™ : 
ber nit od ne a, "eS ey ‘ie Bs * e ve ee ae ve Ets aa | 
a / Bs ? , # P . ‘ 9 c * : es . & : 7 . . 
: eee ; ; ; ae : b Ha ~ 
Bc ee . \ se i oa, ee | Be 
a Ei \ ; : Ps 
year ee? . ; : 3 £ AAs Ru & N 
s a ey ON y had -< 
cA ae 3 7 at Fi f oe 
ag Als «ay " , Phar: a io as €- 4 x - = 
‘ ie . Pee - ’ Laos aks a 
i, . ha é 0) j a ‘ — 
a rks | i” os é 4 “se - ae eohp, hy 7, Feats : a 
i. We " Ps ~ 
3 oa 7 - " ‘ 
Fr 7 aie Pita ee oa Yh “ %: 
aa as Pci re cers 8) NB esa Nae 
ca ‘ A t. j - i ‘ 
eS ae 4 a 
pO ae , . ih 
eee 3 , 7 . : ¥ . 
a : aes hs : Te ie an ; eS ee ? 
Pe 7 ; "en a ee ea” . i. a — . 
=o . ‘= x = je a dis “er } ad 
ae f at hie. tee fat ae € , 
> a fs ee {> Nd iy wee g _ ce te 
= (ye eee ens ae we fey Sai on 
-. : = +? a is ee ai te, - a 
mre? _ ilk ¥ ey . 2 a - : = ee —_ wet Sg i : 
Pies + ies. ; “hey os " ~ —~ . oe 
a a ] “a 5 ¥ : . - : * a wt ee 
- as . z Sh 
~o' : a : a a — - ; ‘~~ teh 
; e. ay. im | . a 
a i 7 » ‘ « ‘ “ — * 
a : : : i “ A 
ae ae 0" se . : ‘na, Te” 3 
ae ye ® A tee ; ? : < 
os an ee, aiaeetneenanael r a : \ ~~ a: 
Sei i ee — 7 : ‘ ae ~ ; ‘ 
oh Sa ; ey -* os “7, 4g F - a4 ; 
ae —— at 7 “ _<5. * ®& ) 
ae . : ne & . 5 ; Seek e a ‘ ‘ y 
eg f x ; eae . tall Ia 3 i yr 3 FF rey % ony —_ . Mt, Me 
oo ae ° ae gee ee ee he z..: ; . 
ss, fal + 8 vl « eed it > BW cee ee ee tad  __a e 
aS ee Pr) ES, OG fe ae ee 3 Me ; : a a 
zi 79 . ie a . NN = ; : ~ eae Ss (a ae ‘ae bee a eg ~sam ‘hos 
= a7 ; a ' ae. ae ele i py tes “ eee: 8 a 
- at by - < che tere a: a i eee eee pre ae ’ . 
7 _— oe ha a aie 4 = 
of a yy es. a See a "wee & 
54 . — x : * : an an ie m, — 7 haat ~ 
e t pa co -anls say ia ° 5 Lie ¥ iY . ~ 7 7 
a ‘ea 5 . 4 : a Re ee Oe, ig oc db . F a 
* - ‘ 2 - ty 7 Doms : . 7 
fe Pade . ~ 5 ‘ 3 : ie ’ a x eo + - 
se Se rT — —lU Se, ee “ee 
ii ha Ye Sue Bie. wail . 4 - s P are 4 ia ed. a 
=e " 4 : ; " a ‘ “~ 
\ 
: . i 
¥ A] \ 
| 
S é | | 
an 7 
ou en ee we 
ith the 
Ww 
i 
: ka 
4a 
a ’ 
2 ye ne 
—  s 
a 
| 
ee 
‘ = . 
ae Si 4 , y a iol tal B, 
PS ae ’ - ; : ’ — ve ; : 5 We ‘ 
. . . 4 = & . ae ; pie 
y: Michigan's ni, EE. aw 
Mri “J " ae . 
ae i , . 4 . 
Be = ; 
ae 
ger see 
“ re 
b Le 4 i PF 
® pt Ps ‘ Pte: ft. ee ae ee iu Bs ity ail Ves Si . 3 2 i», " : ——_ ae | - ‘ mw. ae a 5 . 2 a Sai ‘ < op ‘y an “te anil SS us S Td tena 
oa eee Ieee ier ORE 2m Mage SG, elgeteex at hat eet ee Pa ta oe ee fee Teles he a an ; as Bf = NG eens tee eee x eee tee : 
" : eo. ie 4 a ee re 7 Oe ek ene’ - Stinky ie a, oa - Te ace Veale ee 2 Bs he =e Se bs ‘wat gel aN ite te OS % = J ay 4S oP oe oe ee ae 
Soci ye 2 « hee 3 ne Lod = nae - —_ ‘ . ee eS Pet ai, < it eee a Hat £ Pee aA ita. oes i ae APG Ge Mligh: cele Yes domly 3 * 
| yf bas 7 ee pee ie ie pa Se, iia Tipe IE esd aha SER RI er ee oe ced Ba li. TERROR > AEDES ER ene 
ee Ay a, ae ; z wa ties ae x es ior a - 7 , me OD ples pie eee Bagh Rb ‘ ts ae ey. ASS rae 4. a 
Poe, ot a % cee. y K te ee Sea ee hehe Si Oe aS Poy ae Pi 7 ee eet: er ‘Se row “A 


April 21, 1941 


ADVERTISING AGE 


15 


= 


Trad 
dence 
pert 
pertts 
has | 
of us 
Ans 
thing 
reduc 
retus¢ 
physi 
testine 
result 
quest 
was ¢ 
pared 
expert 
tests a 
tion ¥ 
tual f 


was 


iivertised. 


Commission reject the evi- 
f physicians and other ex- 
tnesses produced by an ad- 
against whom a complaint 
n filed and accept the word 
*n doctors and specialists? 
er 17. It may do that very 
, a case involving an alleged 
remedy the Commission 
to accept the testimony of 
ins in general practice who 
that they had had good 
with the preparation in 
,. holding that this evidence 


titled to little weight as com- 


to the evidence of its own 
who had made scientific 
d testified that the prepara- 
both harmful and ineffec- 
the purposes for which it 
The courts sus- 


tained the Commission’s ruling. 
Question 18. Can the title of a 

radio program be copyrighted? If 

not, can it be protected in any other 


way? 
Answer 18. The title of a radio 
program cannot be copyrighted. 


But such a title may acquire a sec- 


ondary meaning and be protected 
by an injunction based on _ the 
ground that its use by another 


would constitute unfair competition. 
For instance, the names “Amos ‘n’ 


Andy” have been thus protected. 
So has the title, “The March of 
Time,” as against the title “The| 


Voice of Time.” The name or title 
to be protected must not be merely 
descriptive, as “play,” “hour,” or 
concert’; it must be fanciful or 
arbitrary; and it must actually have 


been appropriated and used to such 
a degree as to fix it in the mind 
of the public as identified with the 
particular program or product of 
the party complaining. The “Olde 
Maestro” case referred to in the 
answer to Question 10 is in point 
here. 


Hillman Names Bingham 

Ralph Bingham, for 12 years with 
the Dell Publishing Company, has 
been appointed advertising man- 
ager of Hillman Periodicals, Inc., 
New York. 


Association Adds Two 


Air Conditioning & Oil Heat, 
New York, and Meat, Chicago, have 
joined the National Business Papers 
Association. 


Company last week offered several | 


of an 


other media. 


N.Y. Subways Ad 
Company Offers 
Innovations 


New York, April 16.—In an effort 
to “revitalize” the car card medium, | 
New York Subways Advertising 
innovations, including the injection | 

“editorial content,” a new 
system of placing cards in cars and 
the issuance of simplified rate cards 
which parallel the data issued by 


The moves mark the initial resus- 
citation efforts sponsored by the 
Wrigley-backed New York Subways 
Advertising Company since it took | 
over the bankrupt local properties 
that were part of the late Barron 
G. Collier’s holdings. Frank J.) 
Ellis, vice-president, Wm. Wrigley, | 
Jr. Company, heads the new organi- 
zation, while W. S. Patjens, for- 
merly Eastern manager of The 
American Weekly, is sales director. 
Subjects that are known to 
possess a high degree of reader | 
interest, such as cartoons, oddities, | 
movie and beauty topics, will be 
featured in “editorial” cards that 
are to become an integral part of 
the medium. The content of the 
cards will be changed monthly. | 
Although no definite decision has 
been made as to the ratio of “edi- 
torial” to advertising cards, it is 
expected that this will range be- 
tween 25 and 50 per cent of all 
available space. A car card “editor” 
will be selected to handle this 
assignment. 


New Placing Basis 


Research which disclosed that 90 | 
per cent of subway riders enter and 
leave the car by the same door, thus | 
limiting their opportunity for seeing | 
sulted in a decision to place adver- | 
tisers’ messages on the basis of two 
per car. Thus, “full run” purchases | 
of space will entitle the advertiser | 
to a card in each half of the car. | 

The new, simplified rate 
establish a system of 
based on 5 per cent 
city’s three subway 
used, and 10 per cent if all three 
are used. In addition, there are 
continuity discounts on six and 12- 
months contracts. 

To aid advertising 
two-inch grey strip 
separate all cards. 


visibility a 
will hereafter 


LeTourneau Shifts Staff 


R. G. LeTourneau, Inc., 
Ill., has added Walter L. Schump 
to its advertising staff, to handle 
direct mail and export advertising. 
Paul R. Miller has been promoted 
to national copy, and his news 
bureau activities have been taken 
over by Eugene Weyencth. A 
Robert Thomson, former assistant 
advertising manager, has been pro- 
moted to the sales department 
training division. 


Peoria, 


| who 


}also 


| Post 
cards | power and coal dealer publications. 
discounts | A 1941 innovation is a new cam- 
if two of the | paign in 
divisions are |™agazines as 


HEAD NEW OFFICE 


Harry H. Scott (left) and Paul V. Car- 
penter, who will head up the new Mil- 


waukee office being opened by J. 


Stirling Getchell, Inc. 


J. Stirling Getchell, Inc., New 


| York, has been appointed to handle 


advertising for the Wadhams Divi- 
sion of Socony-Vacuum Oil Com- 
pany, Ine., with headquarters in 
Milwaukee, and the agency is open- 
ing a Milwaukee office, in the First 


Wisconsin National Bank blidg., 
May 15. 
Harry H. Scott will withdraw 


from the Scott-Telander agency, 
Milwaukee, May 1 to serve Getchell 
as Wadhams account’ executive 
effective June 1. Paul V. Carpenter, 
has represented Getchell on 
the Allis-Chalmers Mfg. Company, 
Milwaukee, account for several 
years, will take on additional duties 


in the new Milwaukee office. 
|Getchell has served as Socony- 
Vacuum agency for national auto- 


motive and industrial advertising 
for the past seven years, and has 
served local advertising and 
merchandising accounts of the com- 
pany’s Eastern divisions and the 
Lubrite, Chicago, White Star and 
White Eagle divisions in the Mid- 
west. 


Iron Fireman Increases 


1941 Ad Budget 15%, 


Iron Fireman Mfg. Company, 
Cleveland, O., has increased its 1941 
advertising budget 15 per cent, and 
its allotment for dealer cooperative 
newspaper advertising and for fac- 


ads to only half of each car, re- | try newspaper insertions has been 


enlarged 25 per cent. 


The company is continuing its 


| program in American Home, Better 


Homes & Gardens, Business Week, 
Newsweek, The Saturday Evening 
and Time as well as in the 


such building industry 
American Builder, 
Architectural Forum, Architectural 


Record, Pencil Points and Practical 
Builder. Joseph R. Gerber Com- 
pany, Portland, Ore., is the agency. 


Eberhardt Shifted 


Martin J. Eberhardt has been 
named assistant promotion manager 
of Food Field Reporter and Drug 
| Trade News, New York. He was 
formerly assistant editor and suc- 
ceeds William Steiner, who has 
joined Scholastic, New York, in a 
promotion capacity. 


Bids for Tourists 

With several businessmen con- 
tributing $1,000 each to the fund, 
Chattanooga, Inc., is raising $50,000 
to advertise to tourists the attrac- 
tions of Chattanooga and its en- 
virons. 


fee BALTIMORE INSTITUTIONS: 
/ | WASHINGTON MONUMENT 


a | 


First monument to Washington 
erected in the U. S. 


GOING MUTUAL OCT.1 


MARYLAND'S PIONEER 
BROADCAST STATION 


Because WF BR keeps a finger 
on the local pulse; because 
WFBR covers matters of local 
as well as national import, it 
is respected as a Baltimore 
institution. 

That public acceptance gives 
more “pull” to your radio 


advertising when you _ use 
WFBR. 


NATIONAL REPRESENTATIVE 
EDWARD PETRY & COMPANY 
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American Sugar 
Ties 1941 Drive 


with Jubilee 


New York, April 16.— American 
Sugar Refining Company will key 
its 1941 advertising campaign to 
the fact that the company is cele- 
brating its golden jubilee this year. 
The company manufactures about 
60 types of sugar which are mar- 
keted in more than 300 packings 
and is represented in the company’s 


TO REACH THE $2,000,000,000 
(Two Billion Dollar) Negro Market 
in the United States 


Contact us 


We are prepared to advertisers and 
advertising agencies in reaching this impor- 
tant and lucrative market 


Write today for particulars. 


EDWARD A. BAKER CO. 


PUBLISHERS’ REPRESENTATIVES 
457 Book _ —Detroit, Mich. 


assist 


14,000,000 (14 million Negroes in the United 
States spend $2,000,000,000 Billion Dollars) 
annually 

ARE YOU GETTING YOUR SHARE OF THIS 


BUSINESS IF NOT 
ASSIST YOL 


CONTACT US-—-WE CAN 


annual report as “a leader in the 
field of distributing sugar in small 
packages.’ Its two best known and 
advertised trade names are Domino 
and Franklin. 

The company made a net profit of 
$3,444,680 in 1940 on net sales and 
miscellaneous revenue. totaling 
$105,479,630. The net income in 
1939 was $2,771,058. 


W. A. Sheaffer Pen Co. 


Net income for the year ending 
Feb. 28, 1941, was $812,937, com- 


pared with $ 
year. 
Kellogg Co. 

Earnings for 
423, compared 
1939. 


744,295 for the previous 


1940 were $4,200,- 
with $3,437,150 for 


Baltimore & Ohio 


Net income for 1940 was $5,549,- 
497, compared with a net 
$1,622,207 for 1939. 

U. S. Printing & Litho 
Net profit for 1940 was $405,704, 


loss of 


compared with $288,344 for 1939. 
White Motor 
Net earnings for 1940 were 


$1,952,727. 


Flintkote Co. 


Net profit for the year ending 
March 22, 1941, was $1,628,020, 


compared with $1,444,207 for the 

year preceding. 

Standard Oil of Indiana 
Earnings for the year ending 

Dec. 31, 1940, were $33,597,342, 

compared with $34,142,642 for the 

previous year. 


Goldblatt Bros. 


Net profit for the year ending 
Jan. 31, 1941, was $607,691, com- | 
pared with $797,381 for the pre- 


ceding year. 


Crowell-Collier Pub. Co. 

Net income for 1940 was $1,571,- 
767, compared with $1,630,765 for 
1939. 


R. H. Macy & Co. 

Earnings for the 52 weeks ending 
Feb. 1, 1941, were $3,957,533, com- 
pared with $3,906,639 for the 53 
weeks ending Feb. 3, 1940. 


Western Union 
Preliminary statement shows net 


income for 1940 of $3,621,581, com- 
pared with $1,380,114 for the pre- 


ceding year. 
Philip Morris & Co. 

Net income for the nine 
ending Dec. 31, 1940 was $5,235,759. 
Chrysler 

Net income for 
foreign 


1940, 


subsidiaries, was $37,802,- 


months 


Dip You 
SAY A 


MILLION 7 


1 SAID A 
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The Memphis market is massing a tremendous army of sales, and 


the army is growing every day. Latest figures show that total 


wholesale sales for the Memphis market to be $1,082,032,870.00— 


MORE THAN ONE BILLLION DOLLARS. The 
retail sales total $432,137,000.00. This is a for- 
midable array of dollars for you to shoot at 
when you advertise over WMC, pioneer radio 
station of Memphis and the Mid-South .. . the 


station that covers one of the nation’s richest 


markets. 


—IN ADDITION 


For 1939 over 1935, 
dollar sales in Mem- 
phis increased 
13.7%. 
employees in- 


creased 19.7°,, while 


number of 


the payroll increase 


was 18.5%. 


5,000 WATTS DAY 
1,000 WATTS NIGHT 


THE 


WMC—MEMPHIS 


eS ROCK 


wMmMc 
Ldlion Dollar wus: 


Represented Nationally of THE BRANHAM CO. 


* 
Owned and Operated by 


THE ones APPEAL 


MEMBER OF SOUTH CENTRAL QUALITY NETWORK 
WJDX—JACKSON, MISS. 


— 


NBC RED \ 
NETWORK 


KWKH-KTBS—SHREVEPORT 


WSMB—NEW 2 aa 


| 
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A quick glimpse of newspaper advertising linage in 52 cities, as measure by 


Media Records, Inc.., 


for March of this year and last, and the first quarte of 


this year and last. 


|279, compared with $36,879,829 for 
the preceding year. 


Nehi Corp. 


excluding | 


| 


| 
| 
| 
| 


Net income for 1940 was $952,743, 
compared with $1,048,722 for the 
preceding year. 


Owens-Illinois Glass 
Net income for 1940 was $7,223,- 
034, compared with $8,434,915 for 


the previous year. 


Scott Paper 


Net income for 1940 was $1,736,- 


522, compared with $1,885,692 for 
the year previous. 
Willys-Overland 

Net loss for the quarter ending 


Dec. 31 was $47,991, compared with 
a net profit of $36,291 for 1939. 
Falstaff Brewing 

Net profit for 1940 was $522,239, 
compared with $649,813 for the pre- 
vious year. 
Cluett, Peabody 


Net income for the 12 months 
ending Dec. 31, 1940 was $2,773,- 


849, 
the previous year. 


Johns-Manville 
071, compared 
1939. 
Maytag 
Dec. 31, 
pared with $1,398,981 for 193 
Pittsburgh Plate Glass 


Dec. 31, 


— 


compared with $3,058.2 ) fo, 


1940 was S.\.882. 
$4,127,651 f 


Net income for 
with 


Net earnings for the year ending 
1940 were $1,787,085, com- 


OO! Dal EAT OO 


Net income for 1940 was $15.79! 


937, compared with $10,766, 
1939. 
G. Heileman Brewing Co. i 


Net income for the year endi % 
1940, was $372,916, con } 


THE HOTEL MONTHLY 


Vnember ABC and ABP 
Published by JOHN WILLY, Inc. CHICAGO | 


: ROYAL RO i 
REBEATS IN ‘NEW JERSEY 


“I! believe that a most unique and far- 
reaching advertising medium used by us 
to introduce Royal Crown Cola to New 
Jersey in 1940 was the Public Service 


outside Bus Posters (24’" x 54’’). 


| feel 


sure that these signs contributed in large 
manner to our outstanding sales record. 
For that reason we are enlarging our use 
of this medium in 1941" 


W. L. BEAZLEY, President 
Royal Crown Bottling Co. of Newark 


FOR BUS POSTER INFORMATION WRITE 


PUBLIC SERVICE COORDINATED TRANSPOR’ 


80 Park Place, Newark, N. J. 
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pared with $376,757 for the previous |B, C, Hairdressers Dennison Expands coe ae ~ igen houses. — Thilmany Paper to Wemple 
. ing 1941, all three Dennison items age ite 
‘Talk Cooperative Ads eee are to be featured in every con-  ,, Thilmany Pulp & Paper € ae 
Elgin National Watch Hairdressers in British Columbia Advertising Theme seuimts ileidiebheaaiaieili . Kaukauna, Wis., has appointed Jack 


Net income for 1940 was $1,540,- 
149 


Stew art-Warner 
Nei profit for 1940 was $1,470,804, 


compared with $553,224 for 1939. 


Wester Electric 
Ne’ earnings for 1940 were $32,- 
787,030, compared with $16,476,086 


. 102€ 
{or 39. 


Chilion Company 
Net profit for 1940 was $231,431, 
compared with $198,949 for 1939. 


Abbott Laboratories 

Net income, according to the pre- 
liminary report, for 1940 was 
$2,234,408, compared with $2,048,094 
for 1939. 
Kalamazoo Stove 

Earnings for 1940 were $588,104, 
ed with $49,490 for 1939. 


com} 


Kingsbury Breweries 
Net loss for 1940 

compa ed with a 

$16.420 for 1939. 


$89,703, 
profit of 


was 
net 


Tivoli Brewing 
Net income for 1940 was $105,413, 
compared with $194,745 for 1939. 


American Radiator 

Net income for the year ending 
Dec. 31, 1940, according to prelim- 
inary report, was $7,349,011, com- 
pared with $3,712,193 for the pre- 


vious vear. 


Addressograph-Multigraph 


Net income for 12 months ending 


Jan. 31, 1941, was $1,081,376, com- 
pared with $964,748 for the preced- 
ing yea 


American Stove 

Net income for 1940 was $1,173,- 
343, compared with $1,501,848 for 
1939 


Gannett Co. 
Net income for 1940 was $1,235,- 
019, compared with $1,302,320 for 


1939 


Intertype Corp. 

Net income for the year ending 
Dec. 31, 1940, was $286,560, com- 
pared with $122,633 for the preced- 
ing yeal 


H. W. Gossard Co. 

Earnings for the quarter ending 
Feb. 28, 1941 were $55,014, 
with $56,998 for the 
period a year previous. 


com- 


pared like 


Bayuk Cigars 


Net income for 1940 was $1,925.- 


961, compared with $1,782,785 for 
1939 
Columbia Pictures 

Earnings for six months ending 
Dec. 28, 1940 were $307,006, com- 
pared with $215,582 for the like 


period in 1939. 


Gimbel Brothers 

Net income for the year ending 
Jan. 31, 1941 was $2,348,055, com- 
pared with $1,402,295 for the pre- 
ceding year. 


| 


TERIA 


were urged at their recent annual 
association meeting to engage in 


cooperative advertising campaigns 
for the promotion of style and 
service. 


Advertising by hairdressers in the 
Canadian province is_ restricted, 
|with the association wielding cen- 
sorship power, and mention of price 
is prohibited. Success of operators 
in one city with a voluntary ban 
on special bonuses to the public, 
-etc., led to the suggestion that copy 
|feature style and service. 


‘Appoints J. J. Devine 

| The Star, Anniston, Ala., has ap- 
pointed J. J. Devine & Associates as 
national representative. 


to 3 Diaper Lines 


Mass., April 15. 
Two new running mates—Downee- 
soft and Cradletime —will join 
Babypads, product of the Dennison 
Mfg. Company, in this year’s na- 
tional consumer advertising cam- 
paign. 

Dennison’s Babypads, backed by 
substantial advertising, are said to 
have shown heartening sales  in- 
creases during the past two vears 
Without any aid from this national 
campaign, the two less costly lines, 
Downeesoft and Cradletime, have 
sold well through general and drug 


Framingham, 


Scheduled on the expanded list 
for the diaper liners are Baby Care 
Manual, Congratulations, Country 
Gentleman, Good Housekeeping, 
Ladies’ Home _ Journal, Parents’ 
Magazine and True Story. In reach- 
ing the profession, The Mother and 
R. N. will also be used, and addi- 
tional copy is scheduled for the 
trade in Chain Store Age and Earn- 
shaw’s. 


Guide Advances Maher 


Edward Maher, formerly promo- 


tion manager, has been appointed 
Eastern advertising manager of 
The Guide Magazines. 


C. Wemple, Green Bay, Wis., to 
handle its advertising. 


Ayer Shifts T. J. Henry 

Thomas Jack Henry, formerly ac- 
count representative with the To- 
ronto office of N. W. Ayer & Son, 
has joined the Chicago office in a 
similar capacity. 


They Bear 
Labels 


the 4 Union 


| 
— 


Player with 
Freight Handler: 


Stormy, husky, brawling, 


City of the Big Shoulders 


Carl 


Chicago 


Hog Butcher for the World, 
Tool Maker, Stacker of Wheat, 
Railroads and the Nation's 


Sandburg 


/, 3 
( me 


the nation’s lustiest market is moving with dynamic 


Chicago “CITY of the BIG SHOULD 


takes up the job of 
arming democracy! 


a | 


FACTORY EMPLOYMENT AND PAYROLLS 
(1935-39 =100) 


energy. Its industrial plants are blazing with the new fires of a 
° 135 
defense production. The labor of its workers-—mechanics, die- - 
makers, tool makers, chemists and skilled technicians of all kinds, res 


is heing drafted for production 
It is the increasing volume of pay checks that promises to make 


Chicago one of the prime markets in 1941 for the sale of consumer 


pha ” vls. 


incomes mean one thing cert 


And The TIMES, Chicago’s fastest growing newspaper en- 


joys the confidence and loyalty of the people within this market. 


drafted at good wages. 


A million working men and their families with increased 


ain, increased retail sales. 


SF 6 wa ee)? 


INDUSTRIAL EXPANSION 
na = 


OF a 


During the past 10 years their increasing readership has helped as 
ENGRAVING COMPANY. ; ; ————— a 
it to grow with the trend of the city to new heights of productive- bi 
e 1 EEE — 
\ y) Vv r Y ness. « | 
| r J | The Chicago TIMES offers advertisers the opportunity of | ee = 
= reaching more than 40°, of these families in the evening at the oo = 
| 
Ste-ling Quality Photo-Engraving lowest cost. 60 = 
" Color Process, Black and White 50 $111,971,000 F-— 
Son Day, Line...Wet Proofing on Four a0 = 
SS THE 9 TIMES 
ing “resses...Day and Night Service x 7 a 
304 E. 45th Street, New York, N.Y CHICAGO'S PICTURE NEWSPAPER 201} $30,212,000 Sg 
( Tele; hones: MUrray Hill 4.0715 to 0726 NATIONAL REPRESENTATIVES 10 h 
, J) R.J. BIDWELL SAW YER- FERGUSON-WALKER CO. N. ANGIER ° 1990 1940 
i — SAN FRANCISCO NEW YORK DETROIT CHICAGO ATLANTA (Reprinted from COMMERCE, March, 1941) 
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fi Chicago women could place} 
“a fit their 


SHOES 
58% 


constan 


ores and specialty 
ed in the Tribune 


eco T ‘ EY WW 0) \} \} 
THE TO 


g 


e WOMEN’S 
™ CLOTHING 
Pe 627 
Convinced that Tribune 
en readers make uP 


and best mar- 
department 


§ 
° 


h t S V U as 


wom 
their biggest 
ket, Chicogo 
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stores and specialty shops 
placed in the Tribune 62% 
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Hour advertising to 


bus) Every day of the week, the Tribune now 

icaeghas more than 1,000,000 circulation. On 

-eatemweekdays the Tribune delivers from 585,000 

1 antago 620,000 more total circulation than other 

‘hicago daily newspapers—and from 295,- 
tising00 to 770,000 more on Sunday than other 

»s ang hicago Sunday newspapers. 

ibug Right in metropolitan Chicago, the 

omen [Tribune delivers 440,000 more daily circu- 

aperation than other Chicago daily newspapers 
ced iq@deliver—more than any two other Chicago 
¢ thoqgeaily newspapers combined. 

-new§_ And on Sunday the Tribune delivers in 
metropolitan Chicago from 385,000 to 
460,000 more than other Chicago Sunday 

omen'"<Wspapers—more than the other two Chi- 
‘ago Sunday newspapers combined. 


biggest and best market for retailers make 
up the biggest and best market for you. 
Every day you do without the extra sales 
power of the Tribune, you pass up extra 
volume which easily might be yours, no 
matter what you are selling or to whom 
you sell. 

There is no need to pass it up when the 
Tribune can give full power to your drive 
and enable you to sell more at less cost 
per sale. Tribune rates per 100,000 circula- 
tion are among America’s lowest. 


z mor Ask a representative or your advertising 

subutl Wihes vou ese heve move counsel to help you build a program of 

re you r advertising around the Tribune which can 

rachin why take less? help you get a greater share of Chicago 
‘N¢ same women who make up Chicago’s women’s increased buying. 

\ Rar Total Display General Retail Department Store Classified 
+5 OVER ne Advertising Advertising Advertising Advertising Advertising 
» paren "75 eas 1932 1940 1932 1940 1932 1940 yaion 1940 1932 1940 

. 12.6% 61.5% 22.5% 52.0% 6.4% 67.0% 8.3%° 72.1% 57.9% 115.6% 


Chicago GUribune 


THE WORLD'S GREATEST NEWSPAPER 


*Lead of another Chicago 
newspaper over the Tribune 
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Voice of the Advertiser 


This department is a reader’s forum. 


Who Done It First 


To the Editor: W. W. MacGruder 
writing 
With reference to the March 17 


issue of ADVERTISING AGE—Voice of 
the Advertiser—subhead, Who Done 
It First?, “Not 1 But 5,” we are en- 
closing the first ads in our program 
for Yale Oil Corporation, Billings, 
Mont., which appeared in April, 
1940. 
We call your attention to the fol- 
lowing: 
“Not merely one gasoline, but a 
blend of five selected gasolines.” 
Therefore, we would like to go 
on record as being the one “Who 
Done It First.” 
W. W. MacGruper, 
President, MacGruder & Co., 
Denver, Colo. 
yy 
“Jno.” Is Up-and-Coming 
A. M. in Windsor, Too 
To the Editor: Re first paragraph 
in Rough Proofs for April 7. 
“Jno.” may also be found at 
Windsor, Ont., where Jno. C. Mec- 
Guire, advertising manager (I be- 
lieve) for Chrysler Corporation of 
Canada has just completed his year 
as president of the up-and-coming 
Advertising and Sales Club of 
Windsor. But I'd bet more than a 
thin dime that Jno. would take ex- 
ception to that crack about “old- 
fashioned man.” He ain’t. 
Don ALLSHOUSE, 
Northern Equipment Company, 
Erie, Pa. 
vv, | 


Caterpillar Tells the 
Story in Own Back Yard 


" wre — eo 

To the Editor: The columns of 
recent issues of your publication 
have been flavored so 


heavily by 
the National Defense program and 
its effect on 


advertising that you 
Last night there were forty-five 
Caterpillar carloads for defense 


ea 


CATERPILLAR TRACTOR CO. 
Peare Wee 


The Caterpillar Tractor Company, Peoria, 
Ill., used this full-page newspaper space 
recently in all papers serving its plant 
community, for an up-to-the-minute re- 
port on its defense activities, including 
both present needs and a long-range 
program to “provide the equipment for 
doing countless tasks better, quicker 
cheaper... ." 


may be interested in seeing the at- 
tached reprint of an advertisement 
published recently in all of the 
newspapers in the community in 
which our plant is located 

The note under the headline ex- 
plains the purpose of the advertise- 
ment, 

G. M. WALKER, 

Advertising Manager, Cater- 

pillar Tractor Company, Peoria, 

Ill. 


v ’ v 


Koppitz Poster Draws 
Fire from Adman 


To the Editor: In your “Photo- 
graphic Review of the Week” of 
April 7 you show a picture of the 


new safety trademark of the Kop- 
pitz Brewing Company of Detroit. 

This is the kind of advertising 
material that throws discredit upon 


the advertising fraternity This 
particular advertising offends good 


First, no drink- 
cannot drink 


taste on two counts 
ing is 


wise and one 


NOT | BUT 5 


re 


_ FILL UP YOUR TANK WITH LITENING | 
5+ GASOLINE. STEP ON YOUR START- 
ER-- YOUR ACCELERATOR. FEEL THE 

_ SATISFYING POWER OF A QUICK START 

_«*THE IMMEDIATE PICK-UP! ENJOY 


Here are the 
Answers to Your 
Questions! 


merely one gan . 
onk 0 Qs Tere gos bo tooracthvt 
ected 
Why © blend of Ave? ‘ 
Ne dad Jane produce 


A PRODUCT OF THE YALE OIL CORPORATION 


The "Not | but 5" theme goes back to 

April, 1940—at least, according to this 

ad in MacGruder & Company's program 

for the Yale Oil Corporation, Billings, 

Mont. Others too, have found the theme 
a natural selling point. 


wisely and drive safely Second, 
they place a bottle of beer in the 
hands of a cop in uniform, who is 
not supposed to drink while on 
duty. Small wonder that the op- 
ponents of advertising think that a 
lot of us advertising men are crack- 
pots. 

Freperic I. LACKENsS, 
Advertising Manager, The Hays 
Corporation, Michigan City, 
Ind. 


, 


Use of the Flag 


To the Editor: 
tration of the advertising poster for 
National Cotton Week, where they 
have removed the flag, we wish to 
tell you that in Illinois there is a 
law prohibiting the use of the 
American flag for any kind of ad- 
vertising or promotional work, and 
it carries with it a punishment of 
$100 fine and 30 days in jail for 
violation. 

Wn 

Henry Paulson & Co., Chicago 


v vs 


Students Work Out Ad 
Project Before It Happens 


To the Editor: The facts con- 
tained in the enclosed article of 
your April 7 [reporting a 
Michigan conference to discuss how 
best to advertise canned apple 
juice] are very interesting to the 
members of this fraternity be- 
cause we are in the final stages of 
preparation of an apple juice ad- 
vertising campaign. 

For the past three 
have been working diligently to 
prepare a consumer advertising 
campaign for Sno-Man Apple Juice 
which is packed by a Michigan can- 
ner. We have conducted a market 
survey as well as consumer surveys 
and taste tests upon which we have 
based our decisions as to media to 
be used and copy appeals that will 
be most effective 

The finished advertising campaign 
recommendation, which is to be 
entered in an Alpha Delta Sigma 
inter-chapter contest for the best 
plan for an advertising campaign, 
will be to executives of the 


issue 


months we 


shown 


rw « 
me he 


Letters are welcome. 


Noticing the illus- | 


apple juice company, on Saturday, 
April 26, at 1 p. m. in Abbott Hall, 
on the Chicago campus of North- 
western University. Luncheon will 
precede the activities. 

We shall be very pleased to have 
a representative of ADVERTISING AGE 
attend the “unveiling” of this 40 or 
50-page visual sales presentation, 
with its supplementary data on tests 
and surveys. 

Enclosed also, you will find an 
issue of “Northwestern Commerce 
Magazine” which contains an article 
|} about how “A. D. S. Lands an Ac- 
| count.” 
| E. S. Gusrievp, 

Walter Dill Scott Chapter, 

Alpha Delta Sigma, Chicago. 


| vysepY 


Automotive House Mag 


‘Controversy Still Rages 
| To the Editor: I would like to 
| jump into the automotive house 
publication puddle with both feet 
fand echo the thoughts of the rest 
|of the boys on the drawing power 
of a well got up magazine. 


Some of our returns in the way 
of offers for pictures bring us a con- 


stant stream of durn good ones— 
even though product is not a 
“must.” Our reader mail totals 
way over 1,500 letters a month. 


And that’s not bad at all from a 
reader family of some 540,000. 

We are very proud of the fact 
that “People and Places’ magazine 
—publication for the De Soto Di- 
vision of the Chrysler Corporation— 
ranks right at the top of all house 
magazines. In the opinion of the 
membership of the Chicago Direct 
by Mail Division of the Advertising 
Association it was only recently 
selected for first award on the basis 
of interest, layout, mechanical pro- 
duction. Too, “People and Places” 
can point to the scalp of Life, Col- 
lier’s, Saturday Evening Post, The 
American Weekly, and_ several 
others over whom “scoops” have 
been scored. 

And, as an afterthought on reader 
interest, heaven help us if we make 
an error, purposely or otherwise. 
Only recently some 300 chess play- 
ing readers called our attention to 
a mistake in a picture, pointing out 
that the whole board was set up 
wrong—something which the non- 
chess playing editor overlooked. 

Yes, sir, the automotive industry 
can well be proud of its house 
magazine publications. The friendly 


es 


rivalry that exists between t 
tors of the six or eight sheets 
field serves only to keep al] ; 
on their toes to provide a | 
tion that does not insult the 
intelligence, yet provides a s) 
vehicle for obtaining good-y 
increased sales of the prody 
FREDERICK O. ScHuBE 
Editor, “People and PI: 
Chicago. 


7 | F 


What's “Manganese” 
To the Editor: In a rece: 
your Copy Cub says that FE: 
borrowed a successful “Man; 
We are powerful uneducated 
advertising manager, dor 
think, but we don’t know 
“successful Manganese” is! 
tell us, won’t you? 
MARGARET FALCON 

Advertising Manager, |} 

Paper Corporation, Pitts 

Mass. 

[Editor’s Note: 
an inferiority 
coner, because very few 
would know what a “Mang 
is. The reference was to Jin 
gan, advertising 
Novelty Company, who w 
widely reprinted advertisen 
help the Post Office Depa 
along five or six years ago. 
headed, “Write a letter.’’| 


Don’t go 
complex, Mi 


manager o| 


Portrait ofa GOOD Newspaper! 


PORTLAND, OREGON 


New York, Chicage, Philadelphia, Detroit, San Francisco, Les Angeles, Seattle 
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AYER WINNER 


Herald abi Tribune aise 


- "et Lots Turkey Reported Rejecting Hither s Help 
: sancptcs And Refusing to Mediate Greek © ar. 


British Sever Relations With Bulgari: 
ee. ee a ee a eee ee 
ty Rath teint “rm Sete Sow 
fete Bag dete Neer Serer * 

This the March 5 page one of the 


New York Herald Tribune, winner of the 
F. Wayland Ayer Cup in the I Ith annual 
Ayer exhibition of newspaper typography. 


‘Herald Tribune’ 
Wins Ayer Cup 
for Fifth Time 


Philadelphia, April 15.—In a year 
marked by “notable improvement 
in typography and general appear- 
ance” of American newspapers, the 
New York Herald Tribune has been 
ied the F. Wayland Ayer Cup, 


wal 
awed 


top honor in the 11th annual ex- 
hibition of newspaper typography 
conducted by N. W. Ayer & Son, 


In 
Excellence in typography, make- 
up and presswork stamped the 
Herald Tribune as the finest among 
| total of 1,038 entries in this year’s 
the judges decided. The 
ribune thus scored its fifth 
vy in the competition. It re- 
tired the lirst cup in 1936—by win- 
ning times—and won a leg on 
cup two years ago. It 
won honorable mention in seven 


otner 


three 
the second 


years. 
Other Awards 


A dozen honorable mentions were 
warded to other newspapers in 
four circulation and format groups: 

Standard-size papers of more 
than 50,000 circulation: first honor- 
mention, Richmond Times-Dis- 
second, New York Times: 
third, Milwaukee Journal. 

Standard-size papers of from 10,- 
000 to 50,000 circulation: first hon- 
mention, Cape Cod Standard- 

Hyannis, Mass.; second, 


able 


patch 


Orabie 


Time ;. 


CUNSSIFIED PHOTOS 
i 


STOCK 
PHOTOS 


Write for Photo Library 


138 S. WABASH AVE, CHICAGO: 


: 


Dayton Journal; third, Gazette, Bil- 
lings, Mont. 

Standard-size papers of less than 
10,000 circulation: first honorable 
mention, Evening Herald, Man- 
chester, Conn.; second, Gazette, 
Alexandria, Va.; third, Record, 
Troy, N. Y. 

Tabloids, regardless of circula- 
tion: first honorable mention, PM, 
New York; second, Newsday, Nas- 
sau County, Long Island; third, 
Washington News. 


Judges were Raymond Clapper, 
Washington columnist, President 
Melbert B. Cary of the American 


Institute of Graphic Arts, and Her- 
bert Brucker, associate professor of 
Columbia University’s Graduate 
School of Journalism. 

Pointing to the increase in news- 


paper circulation since the low 
point of the 1930's, H. A. Batten, 
president of N. W. Ayer & Son, said 
it can be explained partly by the 
stirring news of our times and 
partly by the “steady improvement 
in newspaper make-up and general 
readability. 


Progress Praised 


“Examining the more than 1,000 
entries in this year’s exhibition, one 
is impressed with the progress be- 
ing made now, when the flood of 
foreign and domestic news makes 
the job of putting together an at- 
tractive paper much harder than it 
would be under normal conditions,” 


he said. “Actually, the advances 
this year by the papers on the 
whole, and especially by those of 


from 10,000 to 50,000 circulation, 
appear to have been greater than 
in any previous year. 

“I believe one reason why the 
papers are able to continue improv- 
ing, even under the pressure of un- 
usual news demands, is that they 
paved the way in less active periods 
when there was time to study and 
adjust standards and facilities. They 
are a good example of the bene- 
ficial results any business can ex- 
pect when it takes advantage of its 
opportunities to build constructively 
for the future.” 


Heads Boston Office 


James Davis has been made man- 
ager of the Boston office of Yankee 
Magazine and The Old Farmer's 
Almanac. 


Anemostat to Lucerna 


Anemostat Corporation of Amer- 
ica, New York, has named Lucerna 
Company, New York, to handle ad- 
vertising of its air-distributing de- 
vice. 


Maher Resigns 


Frank J. Maher has resigned as 
editor of Meat Merchandising, St. 


| Louis. 


MAILING SERVICE 


Multigraphing 
Addressing 


Filling-in 
Mimeographing 


THE LETTER SHOP, Inc. 


140 8S. Dearborn St. Wabash 8655 
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Four A’s Chapter 
Gets New Directors 

Hiram E. Cassidy, The McCarty 
Company; Jack Smalley, Batten, 
Barton, Durstine & Osborn; and 
John Weiser, Botsford, Constantine 
& Gardner, have been named direc- 
tors of the 
chapter of the American Association 
of Advertising Agencies for two- 
year terms. They replace Don 
Belding, Lord & Thomas, Fred 
Meyer, Dan B. Miner Company, 
and H. A. Stebbins, Erwin, Wasey 
& Co., whose terms have expired. 

Dana Jones, Dana Jones Com- 
pany, was elected chairman of the 
chapter; Jack Smalley, vice-chair- 
man; and Hiram E. Cassidy, secre- 
tary-treasurer. 


To cover this prosperous 
American Market, USE— 


EL MUNDO 


Write for rates and specimen copies 
ALL AMERICAN NEWSPAPERS, Rep. Inc. 
420 Lexington Avenue, New York 


Southern California | 


‘Humor Used to Impress 


ADVERTISING AGE 


U.S.S. Label on Consumer © 


Featured in Unusual 
"Big Steel'’ Drive 
By RAYMOND G. GIBNEY 


Pittsburgh, April 17.—Presenting 
a vivid contrast to some of the staid 
and prosaic advertising patterns for 
ithe steel industry in the past, a 
new and refreshing approach has 
been introduced in the 1941 national 
|consumer advertising campaign of 
| United States Steel subsidiaries for 
|U. S. S. trade marked steel prod- 
ucts. 


The new treatment is humor, 
|which is being importantly em- 
|ployed in the year’s consumer 


advertising program, markedly in 
the general steels campaign; and 
with a different technique in the 
Premier Wire series. 

In mapping the 1941 
consumer’ advertising 
United States Steel 


national 
campaign, 
had_ several 


good reasons for utilizing humor | 
to such a degree, the first being to | 


and hold reader the 


get interest, 


Fabricators’ Output 


fundamental object of all good 


advertising. 
Seek Label Identity | 


In outlining details of the cam- | 
paign to ADVERTISING AGE, C. R. | 


| Moffatt, U. S. S. director of adver- | 


tising, explained that a major | 
objective is to have people think of | 
the U. S. S. label as an important 
purchasing factor. Accordingly a | 
famous artist was employed “4 
stress its importance through exag- | 
gerated situations. However funny | 
these are in themselves, they will | 
never fail to emphasize the point | 
which the advertisements are in-| 
tended to make. The drawings are | 
being made by Gluyas Williams | 
who, in himself, has a tremendous 
national following of admirers of 
his work. 

This treatment gives life and 
interest to a subject which con- 
sumers might otherwise find dull 
and uninteresting. There is nothing 
particularly exciting or interesting 
about a trademark. However, by 
introducing the serious side of the 
advertisement with a warm, human 


Ask your nearest 
Western Union 
Manager about 


OVERNIGHT 
TELEGRAMS 


Western Union Presents 


THE NIGHT LIFE 
ofaTELEGRAM 


te “atams 9 
ext fro 
50%. ro 


| 
| 


that your money goes 
further at night at the 
new low rates*** \ 


l/ 


| enjoyed, there is reasonable expec- 


a Dime | 


night 
f same 


WESTERN UNION 
TELEGRAM 


ture, mattresses, bed springs, etc. booklet entitled “Economy 
These advertisements carry the sig- | in Market Research.” 
|nature of the American Steel & | e 


| eral steel products campaign, of 102 Maiden Lane, New York. N. Y. 
course, is the U. S. S. label. The | BOSTON CHICAGO DETROIT 
primary object of this advertising MONTREAL TORONTO 
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recognition and acceptance of the 
label. In so establishing the impo; 
tance of this trademark On stee) 
| products and its acceptance by t} 
public as proof of steel quality, ap 
added inducement is offered tv th, 
manufacturer to use it. 


Aids Manufacturers 


| Popularizing U. S. S. iden: ifieg 
|merchandise, it is felt, gives + ap 
|increased salability over procducts 
| made of steel with no identification, 


and over products made of 
petitive materials. In addition, by 
addressing its advertising dire t ty 


\ a ad = <<? "”" ti. 


ed a the consumer, the corporation be. 
He won't buy till he sees lieves that it offers the best possible 

» TS , reason why manufacturers should 

B: the C ss Label | use U.S. S. steels and identify their 
Fakes ove x ot on et ys | products with them. By assoc ting 
oa teu | the label with finished steel prod. 


ucts with which the consum is 
familiar, United States Steel in 
a position to cooperate more « ‘fec. 
tively in the selling of the pa 
lar kinds of products made b » its 
customers. 

The theme of the U. S. S. Pr« 


ney 
Wire campaign is expressed b» the 
slogan, “The Softest Thing You Can 
Sleep On Is Steel,” which wi! be 
lthe title of every ad in this sories 
to appear during 1941. Humor also 

is employed in these messages but 
quite differently, both in subject 
and technique, from that in the 
general steel products series. [ere 

it takes the form of a warm, human 
and friendly presentation of situa- 
CARNEGIE-ALLINOIS STEEL CoKpoRation | tions which actually occur in most 


households. Product benefit tikes 


RN aide edn pe tees tot cs a ; 

\t meet i= ty tty oy = ee precedence over the tag in main 

UNITED $i ‘TES STEER | interest, but the reader is not left 
ADSL ALLO Tc OT CAT uncertain about the tag as the me- 

Gluyas Williams carries the U. S. Steel | dium for knowing he will get those 


selling load in business paper copy, thus | benefits. The illustrations in_ the 
keeping dealers as well as consumers in | Premier series are by Robert 0 

a happy frame of mind. Reed, much of whose work appears 
|in Collier’s and whose signed com- 
mercial art appears in the messages 


approach which cannot help but be | 


tation of a much higher readership, 
the corporation believes. 


Two-Part Campaign 


The 1941 consumer advertising 
campaign is really divided into two 
phases, both of which are closely | 
related in purpose and definitely 
preserve a family unit in treatment. 

The first part features the U.S. S. DEPENDABLE 
label as applied to all products MARKET RESEARCH 
made from steel for home, farm, 


office and other general use. Mes- | TABULATING 

sages in this series carry the signa- 7 

tures of Carnegie-Illinois Steel Cor- 

poration, Columbia Steel Company, 

and Tennessee Coal, Iron and Rail- | 

road Company. of agencies, publishers and 
The second part features U. S. S. marketing analysts. 

Premier Wire as identified by the . 

Premier tag on upholstered furni- | 


4v 7 


. 


TF, 
> “ 


Complete facilities and long 
experience enable us_ to 
meet the exacting demands 


Send for your copy of the 


Wire Company. 
The dominant theme of the gen- | 


RECORDING & STATISTICAL CORP. 


is to promote ever-increasing public 


|| 


“I'm the Winged Plug—pulling more of Greater Cin- 
cinnati’s 800,000 women and girls into more of its 3,000 
groceries and 800 drug stores. Right now, sponsors are 
using my pull 2313 quarter hours during the week- 


And that, my friends, is proof of the pull 
CINCINNATI’S — 


WSA - OWN STATION 


REPRESENTED BY INTERNATIONAL RADIO SALES 
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THE LIGHT TOUCH 


mr 
new 


rete 
Typical consumer copy in the general 
campaign of United States Steel sub- 
sidiaries, in which the Williams cartoons 
also lead off. This advertisement ap- 
peared in The Saturday Evening Post 
and Time this month, and will run in the 
May issue of Better Homes and Gardens 


’ 


and the November issue of American 
Home. | 
f some of the country’s foremost 


advertisers. 
Many Products Shown 


As was the case in the national | 
consumer campaign of last year, 
every advertisement in both series 


will carry, in close proximity to the 
U. S. S. label or U. S. S. Premier 
Wire tag, a United States Steel 
ogotype or panel to_ interpret 
learly to the reader the meaning 
f the USS trademark. 


The 1941 schedule includes 
American Home, Better Homes and 
Gardens, Ladies’ Home Journal, 
The Saturday Evening Post and 
Time. Color will be used through- 
jut. 

The initial advertisement in the 
general steel] product series showed 
six panels of finished sheet prod- 
ucts, such as stainless steel uten- 
sils, porcelain enameled equipment, 


| identifying 


| series, 


steel kitchen cabinets, etc. This | 
pattern will be followed through 
the entire sequence. The whole! 
campaign provides opportunity for 
48 such panels and will permit | 
presentation of typical products | 
made by the customers of United | 
States Steel subsidiaries. To a 
large extent, the products represent 
those items sold in hardware, home 
furnishings goods stores and depart- 
ment stores. From a merchandising 
standpoint, the panels have a high 
value because they afford visual 


| proof of the efforts the corporation 


is making to further the sale of its 
customers’ products. Captions are 


| pertinent to the subjects pictured, 


with emphasis placed on the impor- 
tance of the U. S. S. label as an 
mark for quality in 
steel. 

150 Business Papers Used 


the U. S. S. Premier Wire 
the major illustrations cover | 
upholstered furniture, bed springs 
and mattresses, but in each mes- 
sage, smaller panels demonstrate 
the application of Premier Wire in 
springs for upholstered equipment 
used in the automotive, airplane, 
and railroad industries. 

For 1941, United States Steel 
also is maintaining a full schedule 
of trade and business paper adver- 
tising, using more than 150 publi-| 
cations serving aviation, automotive, 
construction and _ building, hard- 
ware and lumber, agriculture, rail- 
road, mining and virtually every 
field of business and industry. 

Batten, Barton, Durstine & Os- 
born is the agency. 


Cluett, Peabody 
Sticks to ‘Related 
Selling’ Policy 


New York, April 15.—Continued 
emphasis on “related selling,” de- | 
veloped to increase dealers’ sales, | 
will mark fall promotion by Cluett, 
Peabody & Co., according to George 
A. Phillips, advertising manager. 

Four related-item sets, consisting 
of shirts with complementary ties, 
handkerchiefs and underwear, will 
be promoted in full page, four color 
insertions in Esquire, Life and The 
Saturday Evening Post, beginning in 
August and continuing through 
November. 

In addition, a magazine campaign 
promoting ties, shirts and other 
|individual items began this week 
and will continue through the end 
of the year. A total of 82 inser- 
tions, in color and black and white, | 
will appear in Collier’s, Esquire, 
Liberty, Life, The New Yorker, 
The Saturday Evening Post and 
Time. The company is also tying | 
in with Father’s Day promotion 
with full page, four color insertions | 
in Life and The Saturday Evening 
Post. A. O. Buckingham, vice-presi- 
dent in charge of advertising and 
market research, is chairman of the 
Father’s Day Committee. 

Young & Rubicam is the agency. 


In 


Harper Bourbon Drive 
to Expand ‘40 Theme 


The spring newspaper and maga- 
zine campaign for I. W. Harper 
bourbon, product of the Bernheim 
Distilling Company, New York, will 
be based on an enlargement of the 
1940 campaign which featured illus- | 
trations of men’s hands holding an 


I. W. Harper bottle. 

Newspaper advertising on the| 
spring schedule will run once a| 
week in 175 newspapers in major | 


markets. The magazine list in- 
cludes five national publications in 
which insertions are staggered to 
supplement local newspaper copy 
by means of at least one color ad a 
week between now and summer. 
Kleppner Advertising Agency 
handles the account. 


Bixler Starts Service 

Claude V. Bixler, vice-president | 
and general manager of Labrot & 
Graham Distillery, Frankfort, Ky.., | 
has resigned to become a distillery | 
consultant. 


Joins J. M. Korn 


Elsie M. Levy, media director of 
Donovan - Armstrong, Philadelphia, | 
has resigned to join J. M. Korn &| 
Co., Philadelphia, in a_ similar | 
| capacity. 


| petitioned the Federal Communica- 


the objections of Commissioners 


NBC Eaters Fray 


T. A. M. Craven and Norman S. 
Case. In their dissenting opinion, 
Over Assignment they charged the action violated 


FCC rules and would invite other 
stations to file applications in viola- 
tion of the rules. 

Counsel for NBC has indicated 
that if FCC denies its plea to stay 
issuance of a license to Station 
WHODH, an application for a rehear- 
ing of the whole case will be filed. 
If that is denied, NBC plans to file 
an appeal in the United States court 
of appeals. A lengthy legal battle 
is expected in that event. 


of Clear Channel 


Washington, D. C., April 15.—The 
National Broadcasting Company has 


tions Commission to stay its recent 
action in granting a license to Sta- 
tion WHDH, Boston, to operate on 
the clear channel frequency held by 
Station KOA, Denver. 

Station KOA is one of seven 50,- 


000-watt, clear channel outlets 
owned by NBC. FCC's action in 


Stone-Tarlow Appoints 


Stone-Tarlow Brock- 


granting a license to Station WHDH 


to operate on a clear channel fre- Company, 


quency, although not as a clear’ ton, Mass., has appointed Consoli- 
channel station, was regarded by dated Advertising Agency, New 
the broadcasting industry as revolu- York, to handle a campaign for 


tionary, and as the first step toward Flex-Life shoes. 
breaking down the clear channel 
system by which remote areas have 


received radio service. 


Kroger Begins Radio Show 


The Kroger Grocery & Baking 
NBC was refused permission to Company, Cincinnati, has started a 
| intervene in KOA’s behalf when the daytime radio show, “Hearts in 
Boston application was up for hear-| Harmony,” over a chain of Mid- 
ing. FCC did allow both NBC and_ west radio stations. 
the Clear Channel Group, an as- — 
sociation of stations, to participate Mogul Agency Moves 
in oral argument and to file briefs. E . ie Sa ees 
al, gums : ; ‘mil Mogul Company, New York, 
The FCC disclosed in connection has moved to 250 W. 57th street 
with the new NBC effort that the The old address was 625 Madison 


Boston application was granted over avenue. 


Cen to oan 

W. B. Connor 
poration, maker 
sorbers, 
Albert Frank-Guenther Law, 


Engineering Cor- 
of Dorex odor ab- 
has placed its account with 
Inc. 


INTERNATIONAL 
PRINTING PAPERS 


Ticonderoga Book 
Champlain Book 
Saratoga Book 


Saratoga Cover 


Lexington Offset 


Made by 
INTERNATIONAL 
PAPER COMPANY 

220 East 42nd Street 


NEW YORK, N. Y. 


BOSTON CHICAGO 


CLEVELAND 


There’s a BOOM TOW N—not from the picture of the same 
name—a’building in Illinois! And though it’s across the 
river, the Army Air Corps’ Scott Field and the $10,000,000 
being spent to enlarge it are important factors in the 49th 
State of the Globe-Democrat—the St. Louis newspaper! 


So hat 7 


Just this: 49th State homes, sharing over $330,000,000 in 
Defense Contracts, have a place for your product IF you 
have a place for the Globe-Demoerat. For it’s the only 
newspaper that even claims to cover St. Louis and its huge 
PLUS market. In 273 important surrounding towns, 50% of 
the families will read your message in the Globe-Democrat 
—regularly: 


THE 4QTH STATE 


*A compact market of active, 
money -spending people living in 


© 87 counties in Eastern Missouri 
and Southern Illinois where 


© Combined annual retail sales reach 
almost 500 millions of dollars 


With The Globe-Democrat You Get 
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Formfit Works 
Those Lithesome 
Cuties Overtime 


Finds Repetition Pays 
in Job of Merchandis- 
ing Foundations 


By FRANK HICKS 
(Picture on Page 35) 


Chicago, April 16.— Those lithe- 
some figures in the advertisements 
of the Formfit Company, 
smack both feminine and masculine 
eyes with such lusty wallops, are 
performing a _ repetitive role 


is finding to have a merchandising 
value far beyond that ordinarily as- 
sociated with the run-of-mine 
of space. 


Not only are these Formfit-garbed | 
cuties—there are four altogether— | 


appearing in publication advertis- 
ing but they are parading their 
delectable qualities right down the 


line in display pieces, mailing 
pieces, inserts for store packages, 
on box wraps—wherever Formfit 


can fit them into the selling picture. 
Scanning the attention - getting 
values of these pictures which, of 


course, show Formfit garments in | 


all their glories, it occurred to 
Formfit that it would be sheer folly 
not to extract every last iota of 
merchandising value from 
Hence, they are seen again and 
again throughout all the Formfit 
merchandising tools. 

For instance, three of these fig- 
ures have been prepared for win- 
dow or floor displays for use dur- 
ing Formfit week, which is one of 
the company’s sales-building con- 
trivances, or to be used when a 
Formfit stylist - demonstrator is 
working in a retail outlet. When 
customers open packages or state- 
ments from Formfit dealers one of 
these figures, more likely than not, 
will leap out in the form of a pack- 
age insert. Various Formfit mailing 
pieces are adorned by one of these 
distinctly Formfit examples of femi- 
nine delight. 

All of these Formfit girls appear 
in full color except in newspaper 
advertisements and certain small 
pieces. Here, again, Formfit feels 
it attains maximum merchandising 
power in lending the skillful use of 
color to attain its ends. 
ally, Formfit also found that the 
repetition in the use of these girls 
also has its economical advantages 
in reducing lithographing costs. 

The Formfit policy is to supply 
merchandising materials to retailers 
without cost except where there is 
an imprint. 
erative arrangement for a store out- 
let to use advertising in its local 
media. sie 

One mailing piece to 
adorned on one side by one of the 
1941 girls, is used to promote what 


The first complete brochure on 
Tells how, | 


Gives guaranteed 


Taxiposter advertising! 
when, where! 
circulation and rates in 45 differ- 
ent cities! Write for your copy 
today! Wm. E. Whaley Company, 
Building, 


Washington Louisville, 


Kentucky. 


which | 


this | 
spring which the company already | 


use | 


them. | 


\it calls its “breath-o-spring” gar- 


Crossley survey revealing that 36 
per cent of those possessing more 
| than one foundation purchased the 
'second foundation for the specific 
|purpose of being comfortably cool 
during warm weather. 

One might well wonder how the 


‘lithesome cuties can carry such a 
heavy merchandising responsibility. 
| But, says Formfit, you’d be sur- 
prised! 


| Goodrich Names Gulick 


The B. F. Goodrich Company has 
appointed William C. Gulick man- 
ufacturers’ sales representative in 
|its Detroit office. 


ments by giving the results of a| 


| smooth, graceful shoulders of these | 


Stein's Beer to Ellis ‘Manly Re-elected 

George F. Stein Brewery, Buffalo, Merle W. Manly of Botsford, Con- 
has appointed Ellis Advertising| stantine & Gardner, Portland, has 
Company, Buffalo, to direct its 1941 | been re-elected chairman of the 
advertising. Newspapers, radio, | Oregon chapter of the American 
direct mail and outdoor signs will | Association of Advertising Agencies. 
be used. | Harold Stone, Pacific National Ad- 


——__—_——__—_ | vertising Agency, is vice-chairman 

Irish Made Editorial V.-P. = 24. Charles H. Devlin, Joseph R. 

oes |Gerber Company, secretary-treas- 

The Thomas Publishing Company,| yrer. All three are on the board 

New York, has elected W. E. Irish | of governors, with W. S. Kirk- 

vice-president in charge of editorial | patrick, Kirkpatrick Advertising 

for the Industrial Equipment News Service, and J. Showalter Lynch, 
division. Mac Wilkins and Cole, Inc. 


Account to Gibbons 


J. J. Gibbons, Ltd., Vancouver, 


satiate 

| Kay Displays Moves 

| Kay Displays, Inc., New York, | 
| will move its showroom and offices | will conduct the newspaper, radio, 
to larger quarters April 25, occu-| direct mail, panel poster and car 
pying the 17th and 18th floors at|card campaigns for the Vancouver 
9 E. 40th street. | Exhibition Association. 


——— 


Appoints Leche 

Comet Rice Mills, Beaumon; 
Tex., has appointed Leche & | 
Inc., Dallas, to handle its ax 


. : unt 
beginning with the summer: a 
paign July 1. Plans are said ty jp. 


clude greater use of newspape, aq- 
vertising than ever before ir the 
company’s history. Business p: per. 
will also be used and national mag. 
azines, formerly mainstay 0! the 
program, are to be continued as 
supplement to the newspape) 
paign. 


School to Pepper 

The Mills School for Nw: serpy 
Kindergarten and Primary Te che, 
Education, New York, has 1; 
J. W. Pepper, New York, to « irec; 
its advertising. Newspapers, mag; 


| zines and direct mail will be iseg 


H, the simple 


No money, eh? 


upper-half farm family actually has more money to 
spend than the upper-half urban family! 

The 2,100,000 families who read Country Gentleman 
spend more money than is spent at retail in the 
entire city of New York! 

And peaceful isolation? That’s a laugh!... Today 
87% of the farms and 93% of the total population 
are within a 25-mile radius of one or more cities of 
2,500 and up... They run into town for a toothbrush. 

The city boy sat up. 

“Things sure have changed since I studied geog- 


raphy. Maybe I 


Incident- | 


There also is a coop- | 


dealers, 


money...no crowds... peaceful isolation!” Then 
someone tapped him on the noggin with the 
latest Government Consumer Purchase Survey! 


farm life,” sighed the city boy. No 


Listen ... this survey shows that the 


oughta use Country Gentleman... sight easier to get! 


But of course I’ve got this market pretty well covered 
with national urban magazines!” 

Whoa, what do you mean covered? ... Outside city 
limits Country Gentleman has more circulation than 
any urban magazine ...21% more circulation, in fact, 
than Collier’s, Liberty and Life combined! 

And what circulation, too! For Country Gentleman 
is agriculture’s leading trade, general, and woman’s 
magazine, all in one! It’s read like grandpa’s will! 

Don’t think in terms of city markets and country 
markets ...think instead of the top half of the 
American market. To reach that market, you need the 
top half of the farm market... You need Country 
Gentleman’s top 2,100,000! 

Remember, American money is just as good in 
Ames, Iowa, as it is on 42nd street...and a darned 
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Cannon Ready to 
Wipe Up Market 
During Summer 


Nev York, April 17.—With the 
season for extra towel and sheet 
puying looming just around the cor- 
ner, Cannon Mills, Inc., has put 
nto action an aggressive consumer 
nd dealer campaign timed to reach 
, climax at the advent of summer 
weather. 

Named the “Cannonball,” the 
Cann summer towel and _ sheet 
sromotion program includes adver- 
tising n seven consumer magazines 
nd intensive merchandising to 
jeale! More extensive than pre- 
jous efforts, the campaign is also 


|/more concentrated 


and 
cisely timed for summer 
according to Gordon Cole, 
tising manager. 

Dealers received their first hint 
of the Cannon promotion last week 
when buyers and merchandising 
managers in 2,000 stores throughout 
the country were the recipients of 
a miniature streamlined train, the 
“Cannonball.” At the same time, 
advertisements appeared in four 
business papers. Next week, the 
same dealers will receive a giant 
ticket, duplicating a railroad ticket 
and marked “Your ticket to summer 
success. Get aboard the Cannon- 
ball!” Listed on the ticket the 
consumer advertising schedule and 
the display and advertising helps 
available. 


more pre- 
selling, 
adver- 


is 


campaign, includ- 
insertions 


The consumer 
ing full-page, four-color 


for towels and black and white for | 


sheets, will break in May in the 
June issues of American Home, 
Good Housekeeping and McCall’s. 
In June, the July issues of Better 
Homes & Gardens and _ Ladies’ 
Home Journal and the June 30th 
issue of Life are on the schedule, 
to be followed by a special full-page, 
four-color insertion on Cannon 
matched sets in the summer issue of 
Bride’s Magazine. 
N. W. Ayer & Son is in charge. 


To Roberts & Reimers 
Packard Motor Car Company of 
New York has appointed Roberts & 
Reimers, New York, to direct its 
ladvertising in local newspapers. 


Chontest Co. Renctete 
Oradent Chemical Company, Long 
Island City, has named 


handle advertising on its line of 


anesthetics and dental accessories. 


Stamm toL& T 


John D. Stamm has joined the 
copy staff of Lord & Thomas, New 
York. He was formerly in the 


advertising department of the New 
York Herald Tribune. 


\Syncro Names Ramsey 


Syncro Devices, Inc., Ferndale- 
Detroit, manufacturer of electrical 
jig saws, has appointed L. W. Ram- 
sey Company, Chicago, to direct 
advertising of its Syncro jig saws. 
Norval B. Langworthy will handle 
the account. 


Albert | 
| Frank-Guenther Law, New York, to 
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IN THE TOP OF THE TOP HALF OF AMERICA 


Trade Token 
Company Makes 


Bow in New York 


New York, April 16.—An unequi- 
vocal guarantee of a 50 per cent 
increase in weekly turnover within 
six months, is the promise made by 
Group Trade Expansion, Inc., to 
retailers who become licensed mem- 
bers of its new trade token system. 
The company, which made its bow 
in the premium field last week, is 
located at 51 E. 42nd street and 
headed by Harold Will, former 
president of Will and Baumer, 
Syracuse candle company. 

In the event a retailer does not 
achieve the specified increase in 
sales during the six-month period, 
his full investment in the license, 
estimated at a maximum of one 
and three-quarters per cent of his 
total sales volume, will be refunded. 

Group Trade Expansion will sup- 
ply tokens only to independent 
retailers who are at present doing 
30 per cent of a community’s total 
|volume in their line. An attempt 
| will be made to form complete trade 
j}token units of non-competitive re- 
tailers in every district. 

Tokens Per Quarter 

Coupons will be issued by mem- 
bers of the plan for each 25 cents 
}a customer spends in trade. Com- 
| pany statisticians estimate that the 
| average family, by patronizing trade 
token shops exclusively, may collect 
up to 80 trade tokens in one week. 

The premiums offered range in 
|**price” from nine to 1,940 tokens, 
| while 75 per cent of them are avail- 

able for less than 300 coupons. 
Junior can acquire that shiny new 
jsteel wagon for 215 tokens and 
| Mother can treat herself to an elec- 
}tric toaster for 175 tokens. 
| An elaborate color catalog, titled 
“Hidden Treasure,” has been issued 
| which contains 64 pages showing 
| 129 premiums ranging from watches 
to vacuum cleaners. The patron 
turns in her coupons at the trade 
token shop most convenient, and the 
next week she handed her gift 
which has been delivered from the 
| nearest distribution depot. 


1S 


To Issue Catalogs 
Catalogs in full color, similar to 
“Hidden Treasure,” will be issued 
annually. The current one will be 
supplemented shortly by a monthly 


“Trade Token Magazine,” which 
will be distributed to the public 
through member shops. Distribu- 
tion of 1,000,000 “Hidden Treasure” 


catalogs is anticipated for 1941. 

For the time being, Group Trade 
| Expansion will confine its activities 
to the metropolitan area outside of 
New York City. Plans call for a 
gradual expansion conditions 
warrant. 


Open St. Louis Exhibit 

| The Art Directors 19th annual 
exhibit of advertising art was 
opened in St. Louis April 20 under 
sponsorship of the Women’s Adver- 
tising Club of St. Louis. Mrs. Vera 
Mahon is exhibit chairman. 


as 


SLEEP! 


Newscolor figured prominently 
in a recent campaign‘for a 
nationally known mattress 
manufacturer. Dealers dis- 
tributed nearly a million full 
color, Newscolor broadsides 
in local trading areas. Results 
were excellent. Want to see 
samples? 


SHOPPING NEWS 
Rewscolor “Division CLEVELAND 
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Bs Seiberling on Air G . P l Bi T S : |’ 
: The Seiberling Rubber Company, | Poster Contest etting ersona Ig Op pecia 


Akron, has contracted for a series A $100 prize will be awarded by 
of broadcasts over the Don Lee | pedgeral Union, Inc., New York, for 
California Network, featuring |the best entry submitted in a na- 
“Texas” Jim Lewis and his Lone | tjgnal poster contest which closes 
Star Rangers, in behalf of Adjusto- | June 1, Federal Union is carrying | 


Federal Union Conducts | 
| 
| 


Wear heels for men’s shoes. The)on a nationwide campaign for a | 
program will be aired Mondays, | ynion of democratic nations. 
Wednesdays and Fridays, 7:15 to The winning entry will be 


committee which 
|includes Mark Seelan, art director, 
- — Outdoor Advertising, Inc.; Michael 
; Kri |M. Hare, industrial designer; Neysa 
Appoints esbern _ |MeMein, artist; Clarence K. Streit, 
Seymour Products Company, Chi- | author of “Union Now” and national 
cago, has appointed Martin Kries-|¢hairman of Federal Union, Inc.; 
bern, Advertising, Chicago, tO|andq Dr. William Jay Schieffelin, 
handle its newspaper and direct} New York chairman. 
mail advertising of cleaners, waxes | 


and polishes. Wrigley “Loans” Dudley 


7:30 p.m., PST. Meldrum & Few-| selected by a 
smith, Cleveland, is the agency. 


H. A. Dudley, consumer sales 
= | manager of the William Wrigley, 
Business Paper Adv. Schedules}| Jv. Company, Chicago, has been 


| granted a leave of absence to fill a 

special assignment in the War De- 
| partment’s newly-enlarged Bureau 
'of Public Relations. He is to aid 
\in coordinating the army’s educa- 
| tional program with available media 
| throughout the country. 


2) aR 
tN 


1941 Annual Now in Preparation 
No Charge for Listings 
Are Your Reports In? 


BRAD-VERN’S REPORTS 


135-21 Union Tnpk., Flushing, N.Y. 


FINCHVILLE 


A Program— 


with a large, ready-made, responsive audience— 


that drew 6,000 requests for a poem from men 
and women in all walks of life on only one 
announcement— 


which so inspired the State of lowa that they dedi- 
cated a park to and named it after Josh Higgins — 


after which the National Home and Garden 
Exposition named a garden — 


great in influence and low in cost — 
PLUS WENR 
A Station — 


that serves 3,405,000 radio families — 


with a 586-foot, 50,000- watt transmitter that 
blankets the huge Chicago market — 


that is the key outlet of NBC's famous Blue 


Network — 
EQUALS 


increased sales and profits with less effort in the Chicago 
area — America’s second richest market. 


Further information about “Josh Higgins of Finchville” 
and Station WENR upon request, and remember 


» YOU GET MORE FOR LESS ON 


Represented Nationally by the NBC Spot Offices in New York, Chicago, Boston, 
Washington, Cleveland, Denver, San Francisco, and Hollywood. 


Myron M. Lebensburger, Bernheim Distilling’s a.m., is a sadly disil- 
lusioned man. Even his argument that citizens should practice 
marksmanship in the interests of national defense failed to get him 
a gun permit. He told the state supreme court that the New Rochelle 
police chief’s refusal to approve his application was embarrassing him 
in the eyes of his friends, but that didn’t work either. . . 

After waiting five months for the delivery of a new Lockheed 
transport plane for his agency’s use and getting one day’s work out 
of it, Arthur Kudner has consented to resell the ship to Lockheed 
for about $112,000. It seems the government became interested in 
the “Skyfarer” which will probably end up in the Army Air Corps. . . 


Arde Bulova, watch company head, will be able to go swimming 
in his own backyard since his 
purchase of a seven-acre estate 
in Stamford, Conn. There’s a 
lake and a stream in addition to 
a large residence. . . 


Douglas W. Coutlee, Jr., is fol- 
lowing in the footsteps of his 
pater, a.m. of Merck Chemical. 
He’s been named head of the new 
industrial and business paper de- 
partment of Charles W. Hoyt 
Company... 

Gary David is the name of a 
new arrival at the home of 
George F. Leithner, space buyer 
at Young & Rubicam. The heir 
apparent is the second Leithner 
offspring, the other being a girl. 

. Also handing out the cigars 
is Frank E. Mullen. The blessed 
event has been named after his 
papa, vice-president and general 
manager of NBC... 

Albert D. Lasker, chairman of 
the board of Lord & Thomas, and 
his wife have each contributed 


LOOKING UP 


malas 4: 


Be 
ied 


Russell Davenport of Fortune looks into 


Features Gulf 
Oil Campaign 


Pittsburgh, Pa., April 16.—~ Thp 
spring merchandising and advertis. 
ing campaign of Gulf Oil Corp 


Ora. 
tion in behalf of its dealers wi) 
have a strong circus backg oung 


with the “Big Top Special” the 
commanding theme. The “B 
Special” is the catchy name zive, 
to the season-service offered \y 4) 


Gulf service stations which em. 
braces all the usual lubri atioy 
change-overs necessary to jut ; 
motor car into shape for ‘var 


weather driving. 


During April and May, the Gy); 
Screen Guild Show,  broadcas 
every Sunday evening, will arry 


the story of the “Big Top Spoecia} 
to approximately ten million raqj 
listeners in the marketing 
served by Gulf. Motorists wl] by 
invited to drive into Gulf ser 


Vice 
Stations to get the “Big Top Spe. 
cial” complete spring change- ove; 
Compelling outdoor posters fp, 


April and May will carry out th, 
same theme in dramatic fa 
reminding motorists to get 1 
winter-worn motor car lubr 
at their nearest Gulf dealer. 
Joining the Gulf radio progray 


nlor 
d of 


cant 


$25,000 to the National Commit- 
tee for Planned Parenthood... . 


space before his recent talk to Chicago 
advertising men — one of a series of 


speeches which have taken him all over 
the country. 


Russell E. Pierce, N. W. Ayer’s 
radio promotion director, is mak- 
ing an “At Home” sign for 570 ~- = = 
Park avenue where he’s leased an apartment. . . Twelve Latin-Amer- 
ican countries are due for a visit from Irwin Vladimir, agency head. 
He’s investigating markets and media there. . . 

Gay Walton, Julius Kayser’s advertising director, has been elected 
first vice-president of the newly formed alumni association of the 
New York School of Fine & Applied Arts. . . Theodore B. Kirby, of 
Pedlar & Ryan, is engaged to Jean Elizabeth Tompkins, of Mount 
Vernon, N. Y... 

When Ernest Davids, agency head, bought a Colonial residence at 
Pelham Manor, N. Y., recently, the sale was negotiated by telephone 


from Pelham to Honolulu where the former owner was vacationing. . .. 


Edwin M. Ebel, of Tracy-Locke-Dawson, is honeymooning with the 
former Mrs. Marie Natalie Ross. They’re going to live in New 
Vernon, N. J., where the groom has had his home... 

Ray Vir Den, v.p., Lennen & Mitchell, who recently bought the four- 
story house at 226 E. 62nd street, New York, where Mme. Frances 
Alda Gatti-Casazza, former Metropolitan Opera soprano, used to live, 
married the singer at Charleston, S. C., April 14. They’re honey- 
mooning at Palm Beach. Mr. Vir Den also is a former opera star. . . 
Lieut. Roger N. Peterson, formerly a cavalry reserve officer and 
account exec. with Peterson & Kempner, New York industrial agency, 
is now in active service at Pine 
Camp, N. Y., where the Fourth 
armored division is being formed. 
Lieut. Peterson is on the head- 
quarters staff at the post in the 
public relations office, handling 
press releases, publicity and re- 
lated duties. . . 

Gordon Tuthill, a.m., Crucible 
Steel Company of America, N. Y., 
recently addressed the sales and 
advertising class of New Haven 
College, Conn., on “The Indus- 
trial Advertising Manager.’ The 
class is conducted by Crucible’s 
New Haven manager, Fred Daw- 
less. . . Donald W. Serven and 
Natalie Sides, both with Young 
& Rubicam, New York, were 
married April 12 in North Con- 
gregational Church, Portsmouth, 
es Bs ss 

W. E. McCauley, of Williams, 
Lawrence & Cresmer’s Chicago 
office, has been appointed chair- 
man of the Fourth of July Asso- 
ciation’s parade committee at 
Evanston, Ill. The association 
contributes to the maintenance 
of the crippled children’s room 
at the Haven school in Evanston. 

. Charles N. DeRose, b.m., 
Hampshire Daily Gazette, North- 
ampton, Mass., and manager of WHYN, Holyoke, welcomed his second 
son April 8. . . 

Navajo Indians in Arizona are getting the assistance of Rudolph 
Modley, president of Pictograph Corporation, in the development of 
a new written language. As consultant to the U. S. Office of Indian 
Affairs, his job is to state Navajo problems and their solution in easily 
recognizable picture form... 

Loyd B. Chappell, who represents several publications on the Pacific 
Coast, and who has just “come of age” in the advertising business 
with a 2l-year record behind him, was reminded that he helped 
organize the Fresno Advertising Club two score years ago when he 
was introduced at a recent meeting of the club where “Red” Motley, 
v.p., Crowell publications, was the main speaker... . 

Col. K. G. Martin has heard the call to the colors. He’s leaving 
his job as head of the merchandising department of Charles W. Hoyt 
Company to go into the Motor Transport Service at Camp Lee, Va... 


EASTERN VACATION 


Norman Chandler, vice-president of the 
Los Angeles Times, and Mrs. Chandler, 
try the holiday advantages of the east- 
ern section of the hemisphere. They've 
just stepped off the Pan American 
Clipper at Nassau. 


| though 


and outdoor posters in hammering 
/home to motorists the story 
Gulfpride motor oils and the 
| plete Gulf line of lubricants will 
full-page advertisements in color j 
the April 19 and May 17 issues oj 


|The Saturday Evening Post. Al. 
year-round 


part of 
sales-building 


the 


schedule, these ad 


will be especially directed toward 
| the spring changeover theme. Draw. 


jing their life and color from th: 


circus and_ incorporating 


ings. 


End Nebraska Ad Body 


vertising commission for anothe 


ate appropriations committee kill 


000 fund. The state agency expire 
June 30. 


Dillon to “Newsweek” 
Jack Dillon, with J. P. McKinne: 

& Son, newspaper representativ: 

for 14 years, has joined the Ne 


York advertising sales staff 
Newsweek. 


about 


com. 


strong 
| reminders to drop in at Gulf servic 
stations for the spring season-serv- 
ice, folders are being sent to credit 
customers of Gulf both in April and 
May in the regular statement mail- 


Plans to continue Nebraska’s ad- 
two years met defeat when the sen- 


a bill which would have kept the 
|commission in action with a $200- 


“Vital” 


is the word for Harry, 
DeLarme (rhymes with arm). 

ibly healthy young animal 
physique of a college athlete, 
ries beneath his flaming topkn' 


inal 


opinion, but the combined } 
many trained and experien 
tional minds. This is one ' 
Buckley-Dement campaigns 
ual promotions generally achive 
jectives you have set for ther 
together and talk about your 
mail job, large or small. Buck! y 


‘ Blvd. Chico? 
& Company. 1300 Jackson Biv — 


and mature merchandisng ™ 


sharpened on the promotion p blems 
some of Buckley-Dement's choic »st “* 
Among the nationally known orgo®™ 
tions he currently serves are |-wel! f° 
Stores, Formfit, Hiram Walker ond ot 
They like him. So do we. 
. 8 §¢ 

When you bring a merchandising 
lem to us, you get not just one == 
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The Business Digest 
Significant Developments in Trade and Industry as 
Reported by the Business Press 
Edited by RALPH O. McGRAW 
Outlook for the Labor Board, for the regulation of 


Labor Situation 


Labor and management alike will 


feel the tremendous pressure of 
publ indignation about unneces- 
sary strikes through the new Na- 
tional Defense Mediation Board, 
according to Factory Management | 
and Maintenance which presents a_ 
survey of the labor situation in| 
connection with national defense 
activity in its April issue. As result 
ef consultations with well-placed 
observers in labor, management, 
and government circles, the publi- 
cation offers the following conclu- 
sions on which best’ informed 


sources generally agree: 

1. Anti-strike legislation has 
virtually no chance of passage at 
this time. 

9 The defense strike problem is 
sot as serious statistically as it is 
potentially. Actual strikes have 
peen proportionately few. But labor 
reflected both in contro- 
versies and strike threats, is a 
really serious danger to national 
defense. 

3. Federal mediation will palli- 
ite, not cure, the unrest. Beyond 
the board’s authority lie the largest 
of the future—prices, 
living costs, and the possible infla- 
tion of wages and profits. 

4, Contrary to appearances, 
organization is still the main 

if current controversies. Recog- 
tion and the union or closed shop 


unres 


problems 


inion 


really dominate many _ industrial 
jisputes where wages are appar- 
ently the issue. 

5. The policy of mediation, 


vhile still formative, seems certain 
to take one predictable turn. In 
general, it will try to equalize con- 
ditions, favoring employers who 
accept collective bargaining and 
pay average wages or more, and 
bearing down on employers who 
resist unionization and pay below 
iverage wages—and especially those 
employers who gain a competitive 
ivantage thereby. 

§. Mediation will succeed if it 
can avert prolonged strikes in the 
industries. This will drive 
inti-strike legislation—which medi- 
ition was designed to forestall— 
still further into the background. 

7. To succeed, and thus keep 
the labor problem out of Congress’ 
hands, the mediation board may, 
n some cases, sidestep the union 
ecognition issue. This it can do by 
etting up industry-wide employe 
epresentation plans, such as those 
established by the old World War 
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wages and working conditions in 
essential industries. Ample latitude 
for such action is contained in the 
president’s present powers. 


Vending Machines Now 
Give Ice Cream 

With the profitable operation of 
an ice cream vending machine in a 
brewery by one Middle Western 
wholesale ice cream manufacturer, 
the automatic merchandising of the 
frozen refreshment in factories is a 
budding new business with great 
potentialities, according to Edward 
Thom, associate editor, The Ice 
Cream Review, who relates the ex- 


perience of this manufacturer in the | 


April issue of the publication. The 
brewery, of course, is only one of 
50 installations in the 
growing route, but it held sig- 
nificant inasmuch as workers in the 


is 


brewery, under their union contract, | 


are provided with two free bottles 
of beer each day. 
Machines used by this ice cream 


manufacturer dispense 31!»-ounce 


operator's | 


cups at five cents each. Figuring 
128 ounces to the gallon, this means 
about 36.5 cups of ice cream, re- 
turning about $1.83 per gallon, or 
about $1.64 net when a 10 per cent 
kick-back is paid to the plant for 
the privilege of operating and to 
cover the cost of electricity which 
runs the refrigerating unit. Con- 
sidering that it is a cash business, 
the return is held attractive. 

The machines hold 128 cups and 


dispense 121 before refilling is 
necessary, but where sales run 60 


or more a day the service man does 
not wait until it empty before 
servicing. Selection of flavor is not 
provided in the present machine, 
but this is not considered necessary 
as a rotation of flavors from day to 
day in the servicing has proved 
satisfactory. Plants having as few 
as 60 employes have been found 
profitable installations, but this 
depends somewhat on length of 
hours, wage rate, availability of 
other refreshments, and type of 
employes. 


1S 


Phillips Changes Offices 

Burdette Phillips, Chicago, repre- 
sentative of Cine Mundial, New 
York, and Bulletin Index, Pitts- 
burgh, has transfered offices from 
201 N. Wells street to 64 E. Lake 
street. 


Rothschild Bros. Plans 
Drive for New Hat 


The Rothschild Brothers’ Hat 
Company, St. Louis and Chicago, 
has announced an extensive adver- 
tising campaign for its new Wright 
hat, with a tie-up with Chicago & 
Southern Air Lines and its hostess, 
Margaret Mellon, who Miss 
American Aviation. 

Two hats will be shown 
the Air-Flow 


Is 


in copy, 
and Mirakal. Copy 
will appear in Apparel Arts, Hat 
Life and Men’s Wear Daily, with 
consumer advertising to start next 
fall in Collier’s, Esquire and The 
Saturday Evening Post. 


Court Grants Stay 
in Agency Dispute 

The Arkansas supreme court has 
granted Wallace Witmer, former 
manager of Arkansas Dailies, Inc., 
an order holding up a lower court 
injunction forbidding him to fulfill 
contracts made with former clients 
of Arkansas Dailies. 

Mr. Witmer seeks court authority 
to solicit the business he built up 
for the Arkansas Dailies. The case 
grew out of his action in obtaining 
contracts with several former 
clients of the company, two of 
which were newspapers at Harrison 
and Fayetteville. Pending a su- 
preme court decision, he will be 
permitted to serve newspapers at 
Jonesboro, Wynne and Helena. 


Names Adrian Bauer 

Stephen Girard Garage, Inc., 
Philadelphia, has appointed Adrian 
Bauer Advertising Agency, Inc., of 
that city. 


ql a oo ee qa 
Pia Y Story can * ey 
The Pioneer Voice of 


Mu 


WICHITA 


Kay Pyle, Gen. Mqr. 
5000 day, 1000 nite, 1070 Ke. 


Today, in thousands of grocery outlets, brand suy 


gesting clerks are a thing of the past. So are manu 


facturers’ special displays. Today, more than ever, 


it is consumer advertising that influences the cus 


tomer’'s choice. 


For today, more than 35¢ out of every grocery dollar 


is spent in self-service stores — where products are 


selected from the shelves without benefit of point 


ol-sale influence. 


For example . . 


. in Los Angeles, 86°, of all retail 


grocery sales are now made in self-service stores and 


super-markets . . 


.In Denver, 83°, 


in Tulsa, 60°, 


THE FAMILY CIRCLE MAG 


THE ONLY WOMAN'S WEEKLY « 
NEW YORK e 


NEWARK ° 


. in Salt Lake City, 76°, 


: ‘ » a 
. In kL Paso, 755 


-in San Francisco, 750% 


1 Little Rock, 60°). And 


year alter year the percentages go up and up. 


In the above cities, where self-service stores account 


for a majority of the retail grocery business, The 


Family Circle is read in the averegate by more fam- 


Sas 


hes each week than any other magazine. For The 


Family Circle's tamthtul 1,400,000 readers are con- 


centrated where self-service grocery sales ave greatest. 


You can implement your present advertising with a 


schedule of 52 columns in The Family Circle, reach- 


Ing every week more advertising-conscious self-ser- 


Vice grocery Customers than can be reached through 


any other publication—weekly or monthly 


ata cost 


of less than 4¢ per family for the entire campaign, 


[his year, more advertisers than ever are directing 


their messages to Family Circle’s “shelf-educated”’ 


housewives—more frequently than ever. 


CHICAGO 


— 


AZINE 


1,400,000 CUSTOMER-HOUSEWIVES 


SAN FRANCISCO 
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Dotted Line Club 


Elects Monroe Head 

L. C. Monroe, Signs of the Times, 
has been elected 
Chicago Dotted Line Club, succeed- 


ing E. V. Perkins, Petroleum Engi- 
neer. 

Other officers elected are: Louis 
Brookman, Concrete, first vice- 
president; Anson E. Meanor, Com- 
mercial Car Journal, second vice- 
president, and W. S. Cleavenger, 


Case - Shepperd - Mann Publishing 
Corporation, secretary-treasurer. 


DuBois Made A. M. 


Merrill D. DuBois, with the} 
Rochester Times-Union since 1931, 
has been appointed § advertising 
manager, succeeding Lynn N. Bit- 
ner, who has been made assistant 
publisher of the Gannett news- 


papers in Elmira, N. Y. 


Davis to Red Star 
George B. Davis, 
eral sales manager 
Publications, has been appointed 
general sales director of the Red 
Star News Company, New York. 


of Macfadden 


formerly gen- 


pe rous, 
read the Ore- 
Cc alifornia 
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oO 

der—one cam 


PACIFIC GRANGE FARM GROUP 


Mills Building, San Francisco 
J.Wm. Hastie, N.Y. + F.£.M.Cole & Son, Chicago 
"Duncan A. Scott, Pacific Coast 
sl ; 4 : a 


paign! . 


Talk-A-Vision 


Tests New Medium 


president of the | 


for Retail Stores 


New York, April 16—A new 
point-of-sale advertising medium, 


an automatic 
movie machine 
™, with sound, was 
Fi tested last week 
at Macy’s depart- 
ment store by 
Talk - A - Vision, 
Inc. The machine 
presents straight 
entertainment 
shorts inter- 
spersed with ad- 
vertising slides 
and recorded an- 
nouncements. 
With 200 ma- 
chines on hand 
now, and 1,000 more on order, the 
company anticipates distribution to 
department stores throughout the 
East shortly. 

Stores installing Talk-A-Vision 
will be charged no rental or service 
fees, but will be required to buy a 
minimum of 12 slides per week out 
of a total of 48. The other 36 will 
be offered as a point-of-sale me- 
dium to manufacturers whose mer- 
chandise is sold in the store. 

Advertising rates are four dollars 
per slide per week, and for 
ditional dollar per week, the ad- 
|vertiser may present his message as 
a recorded commercial instead of 
on a slide. Thirty-second commer- 
|cial announcements sponsoring one 
of the entertainment shorts will be 
sold for $10 weekly. 


. : 

Reo Appoints Kroblen 

E. R. Kroblen, for the past three 

|years manager of the Chicago 
branch, has been named general 

| sales manager of Reo Motors, Inc., 
Lansing, succeeding Frank Morgan, 

| resigned. 


| Hagerty Joins Advance 

| Walter H. Hagerty, formerly copy 
and art chief of the Chicago Daily 
News, has joined Advance Adver- 
tising, Chicago, as an account ex- 
ecutive. 


It's big news 


in Central- 


Southwestern Coverage 


when 


KWKH reaches 


425,683 Listening 


families* 


... that, 


Mister, is circulation! 


lf it's maximum results 


you're after, let KWKH 


tell your message to 


425,683 families* ... 
and THAT, Mister, is 
our RESPONSE-ABILITY. 


50,000 WATTS—CBS 
425,683 Families 


KWAH 


SHREVEPORT 
LOUISIANA 


CBS Audit—Nighttime Coverage 


Primary 
Secondary—201, 180 
Total all 


MEMBER 
KWKH—Shreveport, 
WJDX—Jackson, WMC—Me 


REPRESENTED NATIONALLY 


SOUTH CENTRAL 
KTBS—Shreveport, 


— 169,000 radio families 


radio families 
areas—425, 683 


QUALITY NETWORK 
KARK—Little Rock 


mphis, WSMB—New Orleans 


BY THE BRANHAM COMPANY 


an ad- | 


APRIL ADVERTISING LINAGE IN FARM PAPERS 


Bulletin 15.3 16.49 1 


April, March 


Farm Papers 


Show Gains 


April 15. Farm 
linage for April monthlies 
a gain over April 1940, 
linage figures for all classifications 
except weeklies up over the pre- 
vious year, according to an analysis 
of figures supplied by Publishers’ 
Information Bureau. 

On the basis of total advertising 
carried — commercial display along 
with poultry and livestock April 
monthlies gained 1.1 per cent over 
1940, advancing from 410,542 lines 
to 415,228 lines. 

Monthlies reporting for 
were up 7.5 per cent over the pre- 
vious year’s figure, with a total of 
20,488 lines as compared with 19.- 
057 lines in March 1940. 

Semi-monthlies for March re- 
ported a total of 120,542 lines, com- 
pared with the previous year’s 113,- 
184, for a net gain of 6.5 per cent. 
Bi-weeklies moved up from 505,311 
lines in March 1940 to 558,424 lines 
in March of this year, a 10.5 per 
cent gain 

March weeklies, however, de- 
clined 1.2 per cent, from 35,939 lines 
in 1940 to 35,497 lines last month 

Biggest increase over the previous 
year’s figures was shown by March 
dailies, a jump of 19.1 per cent. 
They carried a total of 194,901 lines 
last month, compared with 163,577 
lines in March 1940. 


Chicago, paper 


showed 
with March 


March 


Appoints F. A. Harper 


Francis A. Harper, Jr., has been 
appointed by the Chicago Mail 
Order Company, Chicago, to direct 


the creative planning of its annual 
Christmas catalog Art work has 
been assigned to the Vogue-Wright 
studios Mr. Harper has for the 
past three years been handling the 
national advertising and sales pro- 
notion for the American School of 
Home Study 


Dutton Starts Agency 


William Dutton, former 
ing manager of Master 
ance Company, Hollywood, has 
opened his own agency at 6305 
Yucca street, Hollywood. Accounts 
handled by the new company in- 
clude Lov-e brassieres and Superio1 
Biscuit Company 


advertis- 
Life Insur- 


Standard Appoints Pike 


Alan F. Pike, formerly of the 
sales staff of Poor's Publishing 
Company in the Hartford, Conn.. 
territory, has been named to the 


sales staff of the 
ard & Poor 


combined Stand- 
Corporation 


Display Including Display Display Including Dis 
Poultry and Livestock Advertising Poultry and Livestock Adve 
1941—— ¢ 1940 1941 1940 la 1941——_.. -———_1940 —_, 194) 
Pages Lines Pages Lines Lines’ Lines Pages Lines Pages Lines Lines 
Monthlies Utah Farmer 18.5 13,961 20.4 15,383 12,401 
Amer. Poultry Journal Western Farm Life 24.8 19,414 21.5 16,886 15,808 
astern Edition 24.0 10,293 29.1 5,717 7,057 a 
Central Edition 17.7 7,590 21.5 { 5,263 6,237 Total Group 120,542 113,184 108.4 
Westerr Edition 13.5 », 897 16.4 7,038 4, 4 5,090 ‘ 
gin all 3 Editions... 125 5.342 14.1 6.060 4,212 4.826 | _ B-Weeklies—March : 
*Better Fruit 10.3 4,312 7.7 3,25 4,312 3,264 | American Agriculturist. 34.5 25,389 33.5 
Breeders Gazette 19.2 8,651 15.3 6,883 6,187 5,192] Arizona Farmer eee : 
California Citrogray 18.7 12,591 21.2 14,240 12,591 14,240 | California Cultivator So a. oe 
Capper’s Farmer $7.1 25,215 35.4 24,065 24,812 2 Dakota Farmer 17.9 13,804 17.5 
Country Gentleman 55.8 37,911 54.7 37,164 36,955 36,127| Farmer, The , 
a*Electricity on the General Edition Y 26,536 29.1 
Farm 12.6 4,252 13.6 3,220 4,25 220 Local Edition 39.4 0,879 33. 
Farm and Ranch 28.6 21,619 31.7 23,959 19,379 21,859 | Idaho Farmer 23.1 17,462 23.7 
Merm Journal @ Indiana Farmer's Guide 15.6 12,223 15.4 
Farmer's Wife 45.8 19,657 45.6 19,548 18,555 13,220 | Kansas Farmer 20.7 15,730 = 19.3 
*Florida Grower Mag 11.5 7,786 &.4 5,687 7,78 5,087 Michigan Farmer 39.0 9,936 30.8 
*Hoosier Farmer 21.9 9850 16.0 7.200 » x50 7.299 | Missouri Ruralist 21.3 16,157 16.8 
eKentucky Farmers’ | Nebraska Farmer 32.7 23,811 38.2 
Home Journal 13.8 106,831 11.3 8,841 9,097 6,786 | $Average Four E ditions 35.0 25,458 39.9 
National Livestock | New England Home 
“aerate 48 3511 2.530 11 | _ Stead 27.8 19,485 30.1 21,039 17,154 
Nation's Agriculture 5.9 5.9 2,665 2,654 2,665 | Ohio Farmer 35.7 27,385 30.0 23,021 we 
*New Jersey Farm & Oregon Farmer 24.4 18,444 24.3 18,403 18,42 
Garden . - 27.3 12,272 21.9 9,866 10,634 8,630] Pacific Rural Press 
*Ohio Farm Bureau Northern Edition 38.9 29,366 40.3 28,43! 
News 16.0 7.219 12.4 5,671 7.219 ; 500 Southern Edition 38.3 28,912 40.1 27,747 
Poultry Tribune Pennsylvania Farmer 30.6 23,51 31.6 20,638 
Eastern Edition 26.1 11,209 34.2 6,773 8,536 | Prairie Farmer 
Central Edition 18.5 7,955 22.7 6,309 6,453 Il. & Ind. Editions.. 37.9 27,588 34.5 25,081 25,8: 
Western Edition 12.8 5.490 17 5.172 5,745 | Rural New Yorker 30.3 23,742 31.7 24,836 18,51 
Pacific Edition 14.1 6.063 19.3 5,203 » 094 | Wallaces’ Farmer 41.8 32,770 35.9 28,161 27,794 
§In all 4 Editions 13.2 670 15.8 6,796 4,817 5,296 | Washington Farmer 24.1 18,194 23.56 17,734 18,0$ 
Progressive Farmer Wisconsin Agriculturist 29.7 23,284 28.3 22,220 21 
Carolina-Va. Edition 4.8 25,318 2.1 23,381 24,69 22.701 : a 
Georgia-Ala. Edition. 34.2 24,892 32.8 23,878 24,445 23,240 Total Group 8.424 05,311 488,475 
Kentucky Tenn Ed'n 33 0 3,987 0.1 2 &9 2 494 21 0 Weeklies—March 
Mississippi Edition 33 24,250 11 63 23,7 21,920) & ‘a Wee » - 
os “ a : apper's Weekly 6.0 1 ¢ ¢ 12,518 4 
Texas Edition 33.¢ 24,445 0.3 3 23,56 21,126 Deairymen’s League 
fIn all 5 Editions 27.7 20,188 24.7 19,970 17,70 iawn S06 830 4 
sAverage 5 Bditions 33.8 24,578 31.3 23,998 22,083 | weekly Kansas Cits ‘ 
Southern sriculturist 16.9 11,816 17 11,567 11,747 +p oenane > - 2° - 
oaiineten Planter o3@ 16124 249 sanea 16399 Star Missouri Edition 4 18,326 8.0 19,591 14.67% 
Successful Farming . 509.1 22,552 60.5 22,738 21,853 21,899 Total Group 497 9° 8T 
Total Group 415,228 410,542 384,006 371,241 Dailies—March 
*Chicago Daily Drovers 
Monthlies—March Journal 23.8 0,741 0 43,724 43.6 
American Fruit Grower 20.8 9,351 20.0 8,98 4,351 8,982 | *Kansas C ity Daily 
Arkansas Farmer 6.4 4.992 5.8 4,373 4,891 4,222 Drovers Telegram 0 49,047 18.7 9,769 4“ 
Wyoming Stockman *Omaha Daily Journal 
Farmer 6.9 6,145 6.4 5,702 5,883 5,478 Stockman oa , 24.5 652.164 23.5 50.000 39 
*St. Louis Daily Live 
Total Group 20,488 19,057 20,125 18,68 Stock Reporter 20.2 42.949 14.1 S0,084 6,908 
Semi-Monthlies—March Total Group 194,901 163.577 157,85 
Farmer-Stockman 23.7 17,904 22.7 17,161 16,679 14,72 - 
Hoard’s Dairyman 16.4 6,466 27.0 19,690 24,431 18,020 *Figures provided by publisher 
Missour! Farmer 8.0 6,231 9.1 7 ‘ 6,091 "557 $Not included in total 
Montana Farmer 268. 0.074 24.3 18 16,54 16,355 a—1940, all pages 238 lines 1941 format includes 
‘Oregon Grange 18 ® 6,49 18.550 pages; also 238 line pages 


—— 


Hooper Moves Offices 


Los Angeles statistical and research 
organization, 
| New 
40th street. 


Pass Fair Trade Act 


3 vote, has passed and sent to the | aging editor, has become publishe! 
governor for signature a_ bitterly- | business manager and treasu>: 
fought fair trade act. It was ap-| the News-Times, Danbury, ( 


proved previously by the house 


C. E. Hooper, Inc., New York and 
has transferred its 


York headquarters to 22 E. 


The Delaware senate, by a 14 to 


reappointed Needham, 
Brorby, Inc., as_ its 
agency 
;count executive. 


succeeding the late C 


Rand McNally Reappoints 


Rand McNally & Co., Chicago. hi; 


Melvin Brorby wil! | 


Rollins Becomes Publisher 


Frank P. Rollins, former], 


F. Steve: 


Louis and 
advertising 


An H. C. Wilder Station 


NBC 
BLUE 
RED 


Represented by Raymer 


/ 
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Coast Dailies to 
Study Frequency 
Discounts’ Value 


(Continued from Page 1) 


poss to the 1940 volume of all 
nev spapers represented, and to the 
yolume of as many other newspa- 
pers as can be interested in the 


pro osition, with the findings of | 


these individual surveys to be for- 
warded to the Pacific Coast Divi- 
sion office for analysis. 


Five Suggestions 


Five guide rules were suggested 
in the conduct of the survey, in- 
cluding: 
given to unwarranted increases in 
national rates, to compensate for 
any apparent temporary reduction 
in revenue produced by the appli- 
cation of frequency and volume dis- 
counts; 2, that to insure successful 
operation of a frequency and vol- 
ume discount plan uniformity and 
simplicity should be sought; 3, that 
to extend a real inducement to na- 
tional advertisers, the plan be ap- 
plied to a large marketing area, 
preferably the entire Western 
states area; 4, that no 
made to force group buying of 
newspaper coverage, lest the indi- 
vidual flexibility of newspaper ad- 
vertising be threatened; and 5, that 
whatever discount plan agreed 
upon should be announced simul- 
taneously by a majority of papers 
in the area, both for potential pro- 
motional value and as an induce- 


is 


| Mitchell, 
| Walla Union-Bulletin; 


effort be | 


New Improved 


RUBBER CEMENT 


Easier, quicker, non-wrinkling, 
nor rling mounting of 
ketches jrawings photos 
cardboard and fabrics of all 
kinds Write for prices and 


m your letterhead 


EUREKA CEMENT CO. 
| 1911S. Wabash Ave., Dept, AA-4, Chicago 


May we mind 
your baby? 


It's your baby—that idea you 
have been working on for a 
series of cordial letters to ham- 
mer away your sales story—or 
an illustrated bulletin—a_ spark- 
ling folder on a new product or 
service or a new series of office 
forms. 


What's going to happen to this 
“baby” of yours when it leaves 
your fond care and goes to the 
lettershop people? 


Will they be sympathetic? Will 
they strive to develop it? Will 
they clothe it attractively and see 
that it gets a head start instead 
of a handicap when it goes out 
into the world? 


We will take good care of your 
“baby” if you send it to us. 
Here you have the advantage of 
efivient equipment and speedy 
experienced workers. In addi- 
tion to that, you get intelligent 
cov peration on your orders 
Whether they are large or small. 


Cal! us on your next letter, dupli- 
tatig, printing, or mailing job. 


THE RYLANDER GOMPANY 


Mail Advertising Service 
19 South Wells Street 
FRAnklin 5954 


CHICAGO, ILLINOIS 


“—... 


ment of earlier returns to newspa- 
pers. 

The joint committee which pre- 
sented the resolution included Tom 
J. Turner, advertising director, 
Chronicle and Spokesman-Review, 
Spokane, as chairman; Frank J. 
general manager, Walla 
Frank Jen- 
kins, publisher, Southern Oregon 
| Newspapers; R. J. Jones, advertis- 
ing manager, Portland Oregonian; 
‘Alex Stuart, advertising manager, 
Victoria Colonist, and R. S. Toffle- 
mire, Twin Falls Times & News. 


Discounts Listed 


Discounts to be applied to the ad- 
vertising volume of papers repre- 
sented for the contemplated study 
,are as follows: 
| 1. Open rates to apply to all ad- 
vertisers unless frequency and/or 


1, that no thought be) volume discounts are earned. 


2. Frequency discounts: one ad- 
| vertisement a week for 13 weeks, 
214 per cent; for 26 weeks, 5 per 
cent; for 39 weeks, 742 per cent; for 

52 weeks, 10 per cent. 
' 3. Volume discounts: 7,000 lines 
within one year, 242 per cent; 14,000 
|lines, 5 per cent; 21,000 lines, 712 
per cent; 28,000 lines, 10 per cent. 

4. Both frequency and volume 
discounts to be allowed if each is 
'earned by advertiser. 


Readership Study 


Principal speakers during the 
two-day program included H. C. 
Bernsten, manager, Pacific Coast 
Division of the Bureau of Adver- 
tising, who presented a continuing 
study of newspaper reading; Regi- 
| nald Orcutt, vice-president of Mer- 
igenthaler Lintoype Company, who 
spoke on newspaper production un- 
der war conditions; Norman 
Strouse, account executive, J. Wal- 
ter Thompson Company, who dis- 
| cussed color rates; Charles Hulten, 
University of Oregon journalism 
| professor, who reported on recent 
|developments in libel law; Robert 
Holliday, West-Holliday Company, 
| newspaper representative, who dis- 


|cussed frequency and volume dis- | 


|counts; and Floyd Sparks, San 
|Francisco sales manager of West- 
| Holliday, who spoke on uniformity 
|of color rates. 
Conference 
| resolution 


action included a 

from advertising execu- 
‘tives urging closer restrictions on 
| publicity, and another measure ad- 


vocating standardization of color 
| rates. 

Honor Langley 

| A banquet Friday night high- 
llighted the meeting, with Mr. 


Orcutt principal speaker and Gover- 
nor Arthur B. Langley of Washing- 
wn as guest of honor. William 
| Welsh, former Port Angeles pub- 
lisher and now public relations di- 
|rector for the Crown Zellerbach 
| Corporation, was toastmaster. 


Chinese Prints Tie 
Style to War Aid 
in New Promotion 


(Continued from Page 1) 


fabrics will be donated to relief 
work in China. A notation to this 
|effect is carried on the selvedge of 
the fabrics which will also be iden- 
| tified by a tag, giving details of 
;}the program, and a printed label, 
|to be attached to all garments. 

| Full-page copy appearing in Life 
will announce the new fabrics to 
consumers May 12, the day on 
which retailers will release the gar- 
ments. Headlined “Enrich your 
fashion life and help humanity .. . 


Prints,” copy continues: “You're 
lovelier in fashions of breathtaking 
Authentic Chinese Legendary 
Prints. And the world will know 


| Temples 


wear Authentic Chinese Legendary | 


that your beauty lies in deeds as 
well as looks.” 


At the head of the copy is the 
program’s symbol, figures repre- 
senting Columbia and a Chinese 


boy, which also appear on Official 
posters provided to participating 
stores. A large part of the inser- 
tion devoted to small space 
reproductions of the various 
signs, which total 25, and _ their 
names, such as China Forever, 
in the Moonlight, Mystic 
Jewels of the Eight Immortals, the 


is 


Moon Guitar and Moon in Heaven, | 


Romance and Love. 


Most Prices at $7.95 
The bulk of the dresses will be 
priced at $7.95, although some of 
the fabric will go into the higher 


priced dress group. Sixty-five 
manufacturers are showing mer- 
chandise made of the prints to 


buyers this week. 

Retailers will be provided with a 
complete promotional guide, includ- 
ing ideas for copy, layout, slogans 
and publicity. Grey Advertising 


de- | 


Moves Offices 


Kotula Advertising Company, 
New York, has moved its offices 
from 110 E. 42nd _ street to 366 


Madison avenue. Walter H. McKay 
has been appointed art director of 
the company. 


POSTERS 
Gaesavse 
WINDOW STREAMERS 


RAPID COPY SERVICE CO. 
123 N. WACKER DRIVE 
CHICAGO, ILLINOIS 
Telephone STATE 5977 


Agency is in charge. 
"9 


7 NET PAID 


p 


Allied Daily Newspapers of Wash- | 


ington was the convention 


host, | 


with the program committee com- | 


posed of R. M. Anderson, Longview, 
| president of the Pacific Northwest 
| Newspaper Advertising Executives’ 
| Association; Harry Schenk, Eugene, 
secretary-manager, Oregon News- 
paper Publishers Association: Lou 
Batchelor, Spokane, secretary- 
treasurer of P.N.N.A.E.A., and Lew 
Selvidge, Olympia, secretary-man- 
ager of Allied Daily Newspapers. 
J. C. Kaynor, president of Allied, 
headed the publishers’ conference 
and acted as co-chairman with Mr. 
Anderson of the joint publishers’ 
and advertising executives’ meeting. 


Mutual Shifts 
Sales Personnel 


Curtis J. Harrison has joined the 
Eastern sales staff of the Mutual 
Broadcasting System. He was for- 
merly advertising manager. of 
Photoplay. Tom Harker has been 
shifted from the MBS Eastern sales 
staff to the Chicago office, where he 
succeeds Howard Keefe, who re- 
signed to join the Chicago office of 
Dodge Reports, Inc. 

Mutual has set up a sales service 
division with John Mitchell, for- 
merly in the research department 
of Erwin, Wasey & Co., New York, 
handling these duties in New York, 


and Donald Pontius, of the MBS 
Midwestern sales promotion staff, 
performing in a similar capacity 


in Chicago. 


And in Latin America 
13,116 Executives read 


REVISTA ROTARIA 


Printed in Spanish—written 
specifically for Ibero America 
—edited by an lbero-Ameri 
can —it ranks tops with the 
business and professional lead 
ers of 20 countries from Mex 
ico to the Argentine. Get the 
facts about this important 
market — today. 


*168,337 net paid (A.B.C. statement 
—6 month average, period ending 
De 3 740 snd still growing. 


and every | 


ie. 


G ROWTH! 


‘ 


one an EXELUTIVE 


Through 30 years of peace and war — 
Depression and world upheaval — 


THE ROTARIAN circulation has grown 


To a new high of 168,337. 
Executives all — 


Leaders in their communities — 
With an average annual income 


Of well over $7000.00. 
They have what it takes 
To buy what you sell. 


ROTARIAN readership has grown, too. 


THE ROTARIAN magazine, 


Improved physically and editorially, 


With top ranking writers 


Covering subjects of vital importance, 


Is recognized as the source 


Of information and inspiration 


By these 168,337 executives. 


Rotarians read THE ROTARIAN. 


Facts and figures about the reading habits and buying power of this key 
executive audience reveal a major market reached most efficiently and 
economically by THE ROTARIAN. Let us tell you about them today. 


tHe Rotarian 


35 EAST WACKER DRIVE 


EASTERN REPRESENTATIVE, WELLS CONSTANTINE—116 


CHICAGO, ILLINOIS 


EAST 16TH ST., NEW YORK, N. Y. 
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ADVERTISING AGE 


Callahan Resigns as 
“Auto Topics” Editor 


William C. Callahan has resigned 


as editor of Automobile Topics, a| 


post he took last September when 
the publication was moved from 
New York to Detroit. He has made 
no announcement of future plans. 

With the April 21 issue, Automo- 
bile Topics will be published bi- 
weekly instead of weekly. 


Buffalo Trims Budget 


The Buffalo common council has 
turned thumbs down on a $23,000 
appropriation for the city’s pub- 
licity division, declaring “the best 
advertising for Buffalo is a tax rate 
at the lowest possible figure.” The 
division will not operate unless 
funds are raised by private sub- 
scription. 


. . ” 
(ZAC Phe 
( would be a 
if he were alive today and had to 
dia up ideas for ad men. Not so the 
staff of Roto-Lith. We double dare 


you to stump us. Phone for our con- 
sultant. 


ROJO-LITH CO. 


201 N. WELLS ST. CHICAGO 


DEA. 8557 » HEM. 2211. 


Mutual-Gillette 
Fightcasts Cause 
NBC Legal Action 


New York, April 17.— Close on 
the heels of the recently announced 
deal whereby Gillette Safety Razor 
Company acquired exclusive rights 
to air, over the Mutual Broadcast- 
ing System, all boxing bouts staged 
by the Twentieth Century Sporting 
Club, National Broadcasting Com- 
pany this week announced that a 
suit would be filed charging breach 
of contract on the part of the pro- 
moter, and seeking to restrain the 
sponsor and network from broad- 
casting future contests. 

Up to this writing, however, NBC 


|New York 
| 


| here, 


ing the past four years. NBC added 
that it has booked four coming 
Twentieth Century bouts. 


Facts in Dispute 


In commenting on NBC’s state- 
ment, Mutual made public a letter, 
dated March 31, sent by its at- 
torney, Leon Lauterstein, to NBC, 
in which reference was made to a 
conference held March 26 at NBC 
offices, attended by Fred Weber, 
MBS general manager, Mr. Lauter- 
stein, and A. L. Ashby, represent- 


had not yet filed its complaint in| your claim,” Mr. Lauterstein in- 
State supreme court 


| The action promised by NBC is| tion of any alleged rights of Na- 
intended to compel Twentieth Cen- | tional Broadcasting Com pany: 

tury Sporting Club to fulfill an | Mike Jacobs, Twentieth Century 
agreement alleged to have been head, denied that any such renewal 
made last February, whereby NBC 
was granted the exclusive right to 
broadcast in the English language 
such boxing bouts as the promoter 
may stage in Madison Square Gar- 
den, between Oct. 1, 1941 and June 
| 1, 1942. These broadcasts have been 
| sponsored by Adam Hat Stores dur- 


ing NBC. At this meeting NBC 
claimed the existence of an oral 
renewal contract for the right to 
broadcast Twentieth Century bouts 
during the coming year. 

Following “an investigation of 
the facts and the law pertaining to 


| informed NBC, “it is our opinion 
|that there has not been any viola- 


contract had been made, Mr. Lau- 
terstein said. 


—T 


April 21, 194; 


The rates for this department are as follows: 

“Help Wanted,” “Positions Wanted,” 
“Representatives Available,” 3@ cents a line, minimum charge $1. T: rms 
cash with order. 

All other classifications (single insertion rates): % in., $2.75; 1 to { in, 
$4.75 per inch. 


HELP WANTED - 
A PUBLISHING OPPORTL NITY 
Due to necessary expansion, a young 
trade paper organization will open 


an eastern office, requiring an east- 
ern manager. His duties will cover 
both advertising and editorial He 


will be an officer in the company 

To one with publishing ambitions and 
serious intentions, this is an excel- 
lent opening. It is open to an ex- 
perienced salesman; an editor with 
selling ability or a sound youngster 
now finishing school. 

A cash investment is required, this 
investment being nominal consider- 
ing the potential Full investigation 


Brown to Tyson 

Clarence S. Brown & Co., New 
York, cotton goods, has named O. S. 
Tyson & Co., New York, as _ its 
agency. 


Control is the secret of 


The suecess of any selling program depends 


upon how much control is exercised over each 


phase of the program. 
control often weakens the power 


a vital part of any selling plan. 


And yet, inadequate 


100% market coverage 


Controlled 


of advertising, 


handicap to full coverage. 


Circulation Publications lift) this 


They keep all fae- 


tors of market coverage under scientific control. 


Their mailing lists, marvels of accuracy and 


completeness, are constantly changed to follow 


Controlled Cir- 


the shifts in buying power. 


culation Publications provide the control at this 


point of your program by placing your adver- 


tising message right into the hands of every 


prospect in your market. 


demanding e¢ 


Their attention- 


ditorial pages are so vital to the 


readers’ interests that they must be read. And | 


these magazines pass right through the pros- 


pects door and onto his desk. There's ne delay. 


It’s logical that no business paper which de- no waste. 


pends on subseription sales for 
ean give LOOT) market coverage. 
man can hope to reach and sell 
ket: he is particularly unable t 
all-important key men who are 


... hard to see... hard to sell 


its circulation Control is 


: 
For no sales- 


controlled C 


his entire mar- 
Loo’, 


» see all of the 
short on time 


anything. gain. 


CLA. Publications. 


“bulls-eve™ 


as vital in advertising as in any 


part of a selling program. Try the scientifically 


Sample their 


coverage which has been 


tried and proven over a long period of years. 


Youll be amazed at the selling leverage you'll 


THIS ADVERTISEMENT IS SPONSORED AND PAID FOR BY THESE™LEADING C. C. A. PUBLICATIONS ins the Chamber of 


Bakers Review 

Bankers Monthly 

Better Roads 
Combustion 

Compressed Air Magazine 
Drug Topies 

Dun’s Review 

Electric Light & Power 
Electrical Dealer 
Electrical Manufacturing 
Equipment Preview 
Excavating Engineer 
Golfdom 


Graphic Arts Monthly 


CONTROLLED CIRCULATION PUBLICATIONS 


Hiteheock’s Machine Tool Blue Book 


Hospital Topies and Buyer 
Industrial Equipment News 
Industrial Power 

Jobber Topics 

Liquor Store & Dispenser 
Machine Design 

Meat 


Meat Merchandising 


Mill & Factory 


Modern Machine Shop 
New Equipment Digest 
Petroleum Marketer 

Pit and Quarry Handbook 
Premium Practice 
Progressive Grocer 

Roads and Streets 

Rug Profits 

Soda Fountain 

Super Service Station 
Tires 

What's New in Home Economics 


Wood Products 


MERCHANDISE PROMOTION MAN— 
| Hardware wholesaler interested’ in 
employing man capable of develop- 
ing management and complete sales 
promotion plans for hardware retail- 
ers Much information to be dissemi- 
nated through bulletins so applicant 
must have editorial qualifications 
Must also be able to talk convincingly 
jand interestingly to fairly large 
groups Give complete qualifications 
and previous experience in initial 
letter 
tox 3341, ADVERTISING AGE, Chgo 
|ADVERTISING MANAGER for weekly 
trade paper Should have experience 
in make-up, layout and copy. Capa- 
| ble correspondent and detail man 
Create and plan promotion, cover 
ales prospects in Chgo. Over draft age 
pref Available soon SEED TRADE 
NEWS, 109 N. Dearborn St., Chicago 
i State TS17 


POSTTIONS WANTED 
Advertising & Sales Promotion Man- 
ager or Ass't Six years experience 
national magazine Writes sales- 
producing consumer & dealer copy 
silesman’s presentations Creates 
plans, follow through Age 28; col 
lege: draft-exempt Prefer Midwest 
connection with manufacturer, pub- 
lication, radio, or ageney. 

Box 33438, ADVERTISING AGE, N. ¥ 
Art Director and Idea Man, 


Twelve 


years experience on large national ac- |} 


eounts Desires to make change 


Box 3340, ADVERTISING AGH, Chro 


eated, married, Christian, unde 41) 
positive personality, dependabl: 
xressive worket 


mensurate with job to be done 


sought 


Kixcellent 
owned monthly publ Prod. and 
motion exp 


eee a — ‘ 
“Representatives Wanted,” ang 
~~. 
POSITIONS WANTED 
PART-TIME CREATIVE EDIT: & 
feature writer available Six 
‘'s a week, $30 Now editor h- 
grade small Chicago magazine r 
handle house organ, small pu * 
any writing job. Long | « 
experience; fast, knows lay-ou 
details, See samples of my NS. : 
paper, magazine, publicity worl : 
Box 3339, ADVERTISING AGE, © ig; P 
earning 86,500 bat still no; ' 
satisfied because present direct rig 
| position gives little opportunity for 
loves, Copy and Merchand z 
an alert company roon 
young executive, 35, retail store ck- , 
ground, plus free-lance experier for ; 
agencies Excellent public spe ker 
cultural education and interests 3A 
rating . | 
3338, ADVERTISING AGE Y ' 
ADV. MGR. with 7 years expericnee . 
advtg., sales promotion, Now ¢ uid. 1 
campaigns for mfr. sellir t 
and dept, stores Married, 27 
anywhere 
3336, ADVERTISING AGE, Chg q 
Twenty years publishing expericnee ec 
available (jained in four fields F 
lumber, banking, foods, drugs Suc in 
cessful as Business Manager, and ad W 
vertising, circulation, promotion, se] 
purchasing, personnel. Well iy x 


Mager to ass 
small or large publishing 
Salary, little or much, n 


investment if necessary, but I mn 
17, ADVERTISING AGE, N. pa 
You Can tse a %-A Mant! pa 


grad desires ady connec ) mi 


foothold in = ady ha 


Willing to learn 


f git 
I hear from you? 
3331, ADVERTISING AGE, Che de 
to 
MISCELLANEOUS lic 
BAIRDSET ADS OULTPLLE PLB. ne 
lisher set ads by 25° » S& year ‘ 


proves, Type ruler with your fir 


Clean proofs fast day and} Fe 
BAIRD, iS kb. Kinzie, WHI, 4347, Chee 


Consumer Defense 
Conference to Be 
Convened May 2 


| Washington, D. C., April 16. 
The Defense Conference on Con- 
sumer Goods, which will bring food 
and textile trade leaders to Wash- 
ington May 2 for a meeting with 
government officials, will feature 
talks by Jesse H. Jones, Donald 
Nelson, Leon Henderson and Har- 
riet Elliott, as well as industry 
leaders. 

The conference, which is being 
sponsored by the Department of 
Commerce, is planned for the day 
following the conclusion of the 29th 
annual meeting of the Chamber of 
Commerce of the United States. 
Food and textile executives attend- 
Commerce 
gathering are expected to stay over 
an extra day for the special defense 
session. 


Schedule Round Tables 


|} On the morning program are 
| talks by Commerce Secretary Jones, 
| Price Commissioner Henderson, 
Consumer Commissioner Elliott, 
Fred Lazarus, 
Retailers’ 
iw. M 


Advisory Committee, 
D’Miller, chairman of the 


ence Committee, and Robert E. 


| Amory, president of Nashua Mfg. | 


Company. 


Round table meetings in the 


afternoon will be led by Milo Per- | 


kins, Surplus Marketing Adminis- 
trator: Edward Pickard, Depart- 
ment of Commerce: Ward Melville, 
president of Melville Shoe Corpora- 
tion: and Walter N. Rothschild, 
president of Abraham & Straus, 
Inc Donald Nelson, director of 
purchases for the Office of Produc- 
tion Management, will speak at 
dinner. 


Four Stations Merged v" 
Consolidation of four Brooklyn in 
radio stations now sharing tim 


company. 


Talbott to B-S-H cre 
Arthur D. Talbott, formerly in 
the marketing department of Bat- 


Sample-Hummert, New York, in ! 
merchandising and research capac- 


same frequency § has _ beer s} 
authorized by the FCC, as a result Int 
its action in approving assign- Yr 
ment of the license of Statior It 
WARD to Unified Broadcasting Bri 
Corporation, the new operating 


Other stations affected Me 


WLTH, WVFW and WBBC 
unified station will use the T 
WARD call letters. ipp 


Barton, Durstine & Osborn 
York, has joined Blackett- 


chairman of the| 


| National Food and Grocery Confer- | 


COLUMBIA‘: 
_ STATION 


MONTREAL 


WINNIPEG 
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ECONOMY PLUS Top Honors in Radio Lumber, Cement retail dealers who refused to main- KDTH to Mutual 
a tain set prices. In the case of lum- pee . ‘ 

waania : Poll to Bob Hope * ber it is charged that a Denver Station KDTH, Dubuque, Ia., will 

, Eger ios become affiliated with the Mutual 

| Pepsodent Company s Bob Hope Groups Indicted ordinance is used to force purchase ety lise Svstem April 27. when 

emerged victorious in the eighth | s of lumber bearing a certain grade |the new station goes on the air. 

| annual popularity poll conducted by In Denver Probe mark and that this mark is con-| This will bring to 178 the total 

| Movie-Radio Guide. In addition to Denver, April 17.—This city con- trolled by a trust; that consumers | number of stations affiliated with 

| his choice as tops among all radio ,.. > one of the hot spots are prevented from buying direct the Mutual network. KDTH will 

erformers, he was also named as tinued to be one of the hot spots in ase - tone af tae 

Saverite cauedion. arse name *S the anti-trust drive against price-|from manufacturers; that an un- rs est ‘ic ith 1,000 wale p wer 

- awe " , : speccary ; >xnensive svste Kuocycles W a ratts ower, 

“The Breakfast Club,” early fixing when four indictments charg- pierce and . g cron 2 of unlimited. 

™ | morning feature sponsored by/|ing violation of the Sherman law distribution has been set up; _ rat | — 
Swift & Co. over an NBC network, | were returned in federal court here Only certain dealers are permitted | : d 
Oo was chosen the most popular pro- | Monday against 240 defendants in | to handle certain types of building Dull Appointe 


PEBECO GIVES YOU 
15. MORE TOOTH POWDER — 


FOR YOUR MONEY Prapey. 
phe other 3 best known brands) | PEBEC 


—_ . nil gram. the lumber and cement industry, Materials; and that written pledges| Sam Dull, with the Atlanta Jour- 
T i — —— /including the National Retail Lum- maintain fixed prices. | nal 27 years and its national adver- 
Muller Joins R & R ber Dealers Association and several $$ — tising horny oe for ba past Per 
oti . rears, has been ; yinted assista 
he other associations. Packing Company Selects 4" icihe director 
Petar —a / oY . sril«r ‘ ‘er s y or a . A. Mack a 
v : Leonore B. Muller, formerly ac- | In the case of the cement com- g idvertising director. T. A. Mackir 


count executive with Blaker Adver- : hee Forest City Packing Company,| formerly with Lever Bros., Cam- 
. tising Agency, New York, has joined | P@™!&s, the indictment charges the South Paris, Me., has appointed | bridge, Mass., and prior to that with 
or Prag se the creative staff of Ruthrauff & | defendants entered into a conspiracy | Wood, Brown & Wood, Boston, to|the Journal, was named _ national 
fm a eapuing Mg tat Sag ~e | | Ryan, New York. not to sell cement at wholesale to! handle its account. advertising manager. 


. "acco 
- fconomy Fur ror | S4c0 
-"o _ pecvents waste: 


A challenge to “Look at all 4!" is com- 
bined with the economy theme in this 
copy for Pebeco, part of the first na- 


/ ES HOW TO WIN FRIENDS AND 
-E ‘Look at All Four’ 
Is Pebeco Theme 


: New York, April 17.—Adding a + . f 2 
’ all 


“look at four” twist to the 

" economy appeal which it has tested 
in scattered newspaper advertising 

r which has appeared recently, Lehn 
& Fink Products Corporation this 
4) week broke a new Pebeco campaign 
K in 37 newspapers in 25 key cities. | 
All insertions are 324 lines, and 

ypy appears weekly in each paper 

mn the schedule. The current cam- 
paign marks the first national news- 


When a patient in a hospital is given Canada Dry ginger 
ale or Dole pineapple juice as a between-meals drink, what is likely to 
happen to that patient's living habits after he leaves the hospital? 


, paper campaign for this product in 
more than a year. 
The copy asserts that Pebeco , ’ . ied al an isis f 
gives “75 per cent more tooth pow- And when 10,000,000 pe opl Pass through the h spitals Ol 
ion” for the same money and bows the United States each year, how many of them have new exper! 
to no dentifrice—paste, powder or ? ; “s 
_'* liquid—in cleansing power. Len- ences which definitely affect their choice of goods and equipment 
ee 2 ae Cee. for home and personal use thereafter? 
‘\ | For Radio Hopefuls 
— © Robert DeHaven, production : 
nanager and program director, . ‘ ar aan 7 phe oY 
WTCN, Minneapolis and St. Paul, After you have answered these questions, think 
yn nd Harold S. Kahm, associate edi- hat ket re aca ers Cc 
06 ll tor, Redio Showmanship, have pub- about the multiple market represented by readers of 
lt We Inte a8 Oe oe in den Pra! gee HOSPITAL MANAGEMENT, the fastest growing hos- 
1 into Nadlo, Tic S aevolLec ( © ’ 
gn- Bi vocational + tab pe omy Ban — ) pital publication. There's a billion dollars’ worth of 
tior I publishec yy arper \ ; : 
ting J Brothers and sells for $2. Y ) annual purchases to shoot at in the direct buying re 
ted il ae | quirements of the hospitals themselves, plus the added 
“S| Macon Made Art Head | | , ‘ 
the Tucker Wayne & Co., Atlanta, has volume in the homes of 10,000,000 patients who receive 
ippointed A. Edwin Macon as art er ~ scc} Yeni 
lirector. He was formerly with hospital service eacn yea! 


Brown & Thomas Advertising Cor- 
oration, New York. 


Hospital plans have increased the ac- 


FR EE with your 

first Order 
Jar and Brush FREE with your first order 
$$ Artist Rubber Cement. Nationally 
med, } grades: Light, Medium, Heavy. $2.75. 
per gal. postpaid. For Friskets use $ S Spe- | 
cial Frisket Cement, $3.50 per gal 


/RUBBER CEMENT CO. 


438 Wo Halsted St. CHICAGO, ILL 


cessibility of hospital service for millions 
of American citizens. Health promotion is 
making them want to have hospital care 
regularly whenever they need it. Conse- 


quently the ratio of bed occupancy is 


higher today than ever before. America 
is fast becoming hospital conscious 
That's why smart advertisers are cashing 
in on direct sales and at the same time 
strenathening their hold on millions of in- 


COLLINS 
MILLER & 


Isn't it time to get acquainted with Hospitaltown? 
HUTCHINGS 


Hospital Management 


ABC) The Only ABC-ABP Publication in the Field 


lividual consumers 


PHOTO-ENGRAVERS 


IN CHICAGO New York Chicago Atlanta Portland Los Angeles San Francisco 
330 W. 42nd St. 100 E. Ohio St. Walton Bldg. Terminal Sales Bldg. 1709 W. 8th St. 68 Post St. 
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Advertising Men 
Ponder Effects of 
Auto Curtailment 


(Continued from Page 1) 


tion plans will undoubtedly be in- 
fluenced by this consideration. 


overhead, sales and other budgets. 

The general belief is that smaller 
| steel companies will be the principal 
sufferers under the new order, and 
for that reason it is assumed that 
'the Henderson edict will be eased 
up when hearings begin and pro- 
ducers show justification for price 
| boosts. This, the industry feels, will 
a fairly simple matter, since 
|wage rate increases not only of 
| steel workers themselves, but also 
of bituminous coal miners, have a 
'direct effect on steel production 
| 


Apparently it is agreed that there | costs. 


will be 1942 models, but the prob- 
lem now facing agencies is what 
form the introductory announce- 
ments will take. There will be no 
national auto show and many feel 
that manufacturers may splurge 
with new car copy even earlier than 
usual, since manufacturers can un- 
doubtedly sell all the cars they can 
produce. 


Study Steel Action 


The freezing of steel and iron 
prices, announced yesterday’ by 
Leon Henderson, head of the newly- 
formed Office of Price Administra- 
tion and Civilian Supply, has also 
caused much cogitation on the part 
of the marketing men, principally 
because of its broader implications. 
It seems obvious that similar ac- 
tion will be taken on more and more 
basic products as time goes on, and 
since one result of such action is the 
narrowing of margins between pro- 
duction costs and selling prices, 
manufacturers are likely to find it 


harder and harder to keep the two | jjgmson 


No Cut for USS 


One interesting point is that as 
far as U. S. Steel is concerned, no 
advertising curtailment seems im- 
minent, at least insofar as consumer 
media are concerned. U. S. Steel 
has been laying increasing stress on 
merchandising its trademark, be- 
cause aside from the defense pic- 
ture the trend in steel sales is in 
the direction of rapidly expanded 
use in consumer goods. Thus, USS 
advertising is really long-range 
planning, anticipating post - emer- 
gency markets, and it seems logi- 
cal that this type of promotion will 
continue unabated. 

(For a complete exposition of the 
thinking behind current U. S. Steel 
advertising and promotion, see the 
story on Page 22 of this issue.) 


RFC GIVES 40 MILLION 
TO BROWN & WILLIAMSON 
Washington, D. C., April 16.- 


Effective control of Brown & Wil- 
Tobacco Corporation has 


apart, with resultant squeezing Of | passed into the hands of the Re- 


DPM 
3 


FREE OFFER Write for FREE new May proof- 


book of over 100 subjects and de 
tails of unique money saving subscription plan No 
obligations The world’s greatest collection of 
over 6,000 human interest sales helps New every 


month Write now before books are all gone 


EYE*CATCHERS, lic. 
10 East 38th Street, New York 


*Reg. U.S. Pat. Office 


construction Finance Corporation 
through a $40,000,000 loan to the 
company, with which to pay off 


the interest of the parent company, 
British American Tobacco Com- 
pany, and certain bank loans. Tech- 
nically, British American will still 
own B & W’s common stock, but 
this will be pledged to the RFC as 
collateral for the loan. 

No other similar transaction is 
pending, Jesse Jones asserted, appar- 
ently alluding especially to Lever 
Bros. Company, one of the largest 
of the British-owned enterprises in 
America. Despite this assertion, it 
is taken for granted that similar 
action can be expected in several 
cases where British control of 
American business can be quickly 
translated into American funds 
which Britain can use for the neces- 
sary purchases of war materials. 


| 


“Distillation” Published 


} 
| 


| 


| 


Distillation, sub-titled “The Uni- 
verse of a Rising Star Industry,” 
published its first issue April 1. The 
paper is published by Distillation 
Publications, Inc., Starks bldg., 4th 
and Walnut, Louisville, with Don 
Rider president and publisher, and 
D. E. Rider business manager. 


Philadelphia’s New Prosperity 
EVENING PUBLIC LEDGER 


is its Spokesman 


Be buying space in the Eveninc Pustic Lepcer 


today, you are buying not only the solid values of 


the past but also the new plus values brought about 


by new faces on the street, new names on payrolls, 


new purses in the stores, new reading habits and a 


new responsiveness to new editorial method’. 


@ It is time to re-study the Philadelphia market 
and to assign a larger responsibility to the 


EVENING PUBLIC LEDGER 


@ Already the Eventne Pusiic Lepcer represents 
a 20% segment of the Philadelphia retail-market... 


almost equal to what a combination of the Times- 
Tribune or Sun-American offers in the New York area. 
Without the Eventne Pusric Lepcer, you are not 


“covering Philadelphia.” 


EVENING PUBLIC LEDGER 
INDEPENDENCE SQUARE .... PHILADELPHIA 


NATIONAL REPRESENTATIVES—Paul Block and Associates 


ie THIS WEEK 


Index of Retail Activity in 
83 Important Markets 


Based on total retail advertising volume in all newspapers 
(Copyright, 1941, by Advertising Publications, Inc.) 
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Returns to Papers Renew WMCA Program ____ To Dell Ad Staff . 
Vogeler Bros., Newark, N. J., American Home Products, Jersey William G. Sylvester, with Pye" 
|maker of Vogeler’s mayonnaise, is | City, and Sterling Products, Wheel- | ical Culture for the past thre: 5°" 
using newspapers again after aj/ing, W. Va., have renewed for 52/| and before that with the N: J 
lapse of several years. The cam- weeks their sponsorship of a two-! Journal- American and U sion 
paign includes a list of New Jersey | hour block of transcribed programs | York Times, has joined tht i 
|papers. W. I. Tracy, Inc., New| heard five times weekly over Sta- | tising staff of the Dell Pu ° 


| York, handles the account. 


tion WMCA, New York. 


Company, New York. 
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ADVERTISING AGE 


Roundup of Advertising Promotions in n the Test Stage 


Start Newspaper 
Campaign for 
‘Wonder-Kleen’ 


indiana Papers Get Ini- 
tial Copy for New 
Cleaning Crystals 


Kokomo, Ind., April 17.—A test 
campaign which, if successful, may 
well be extended to markets far 
afield has just broken on behalf of 
Wonder-Kleen, new home cleaning 
crystals produced by the Williams 
Company, Kokomo. 

The initial effort to promote this 


new product has been placed in In- 


GET OUR FREE 
REFERENCE 


BOOK and 
MAILING 
LIST CATALOG 


Gives counts and prices on accurate guaranteed 
mailing lists of all classes of business enter- 
prises in the U. S. Wholesalers—Retailers— 
Manufacturers by classification and state. Also 
hundreds of selections of individuals such as 
professional men, auto owners, income lists, etc. 


Write today for your copy 


R.L.POLK&CO. 


Branches in Principal Cities 
World’s Largest City Directory Publishers 


Mailing List lers. Business Statis- 
tics. Producers irect Mail Advertising. 


In Cleveland 
HOTEL HOLLENDEN 
In Colssmebes 
THE NEIL HOUSE 
In Ahron 
THE MAYFLOWER 


In Lancaster, O. 
HOTEL LANCASTER ~ 


In Corning, N.Y. 
BARON STEUBEN HOTEL 


“HOTELS [aT CHECK WITH EVERY TRAVEL STANDARD 


INITIAL COPY IN NEW CLEANSER DRIVE 


Dip the Dirt Away + No Rubbing 

No Scrubbing « No Rinsing 
A cew home cleaner smple to pre- 
pare, sale and easy to use, yet 90 eflective 
that i « st things somply by dep- 
Derg’ No dlaborate preparations, no pre- 
ons lve Wonder Kicea 


cans om 
Caut just diss 
« cold or earm water, then clean just 
by dipping —No rubbing. no scrubbiog 
sod eo rinsing, tor & onder Kleen leaves 


0 residue in the fabric cleaned 


25¢ Package Makes 12 Full Gallons 
of Safe Cleaning Fluid 

A teaspooolul makes a gallon, sufficient 

to clean your hose, lingerie of other 

daiaty things at the « 


“otatractionota 


coat. Users say, “I keep 2 gallons of 


Daintiest Fabrics Cleaned 
With Perfect Satety 


Wonder Kleen contains 0 harsh chem- 
scals 

fabervcs 
Wonder Kleen eiuth conhdence oo your 
fret Nylon 


t's harmless to your dasanest 

harmless to your hands L>+e 
silk, sweaters or other de! 
care materials. Use it O@ anytheng thot 
cold eater will oot harm. Results will 


surprise aod delight you. 


hy a 


cleaning Guid bandy and ready for use 
in my bathroom medicine cabinet.” Yes 
a package of Wonder Kicen makes |2 
full gallons of safe, sure cleaning Buid 


This advertineme “ ame endless 
bo} te «1, droge are 
e purchase of your brs: machane 
reo thie ad an J get sour «<P 
™ al 


. Time. . Work 


, rmtanrend 
De 


Odoriess end 


~- Flee Pre 
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Soves Money ond Wear... 


DOnUER “ALEEM 


CLEANING “CRYSTALS 
Two Ways to Wy woness- KLEEN at Our Expense... 


ices vaBsouuTeLy ee plosoem 


roome no oft 
nder re 


ey 0m 8 re 

rormenous same of 
‘ 

Non-inflemmeble Use ten anything 


enyhme anywhere 


dianapolis and Terre Haute. Con- 
tinued use will be made of the 
| Indianapolis News and Terre Haute 
| Star-Tribune and other newspapers 
and radio during the remainder of 
April and through May. Extension 
|of the campaign after May will de- 
pend upon results of the present 
drive. The William Polje Adver- 
tising Agency, Terre Haute, took 
over the Wonder-Kleen account 
about a month ago. 

Wonder-Kleen is said to have met 
an excellent reception from home- 
owners during the past year and a 
half in limited strictly to 
house-to-house canvassing by sales- 
men. Initial advertising copy prom- 
ises that the cleaning crystals, a 25- 
cent package of which will make 12 
gallons of cleaning fluid, will clean 
most things “simply by dipping.” 
Its use is suggested for “your hose, 
lingerie or other dainty things... . 
Use Wonder-Kleen with confidence 
on your finest Nylon, silk sweaters 
or other delicate materials. Use it 


sales 


on anything that cold water will not | 


harm.” 

Two ways to Wonder-Kleen 
are suggested. The advertisement 
may be used in buying the first 
package of the product at stores for 
15 cents, saving a dime; or a penny 
postcard may be mailed to the Wil- 
liams Company for a free sample 
and money-saving coupon to use on 
the initial purchase. 


| 
PLAN TEST OF DOGGIE’S 
MEAT LOAF MEAL 
Minneapolis, April 17. News- 
paper advertising, with the possi- 
bility of a radio program to follow, 
will constitute the first smash 
behalf of Doggie’s meat loaf 


try 


on 


If dogs could talk peng what they'd say: 


0€ih4 FOOD" 


MAE a 


CATED FOR Fetsmmess 


eR 
Dogg MEAT LOAF MEAL 


AT ALL FOOD STORES 


new dated dog food produced by 
the Meat Ration Company, Minne- 
apolis. 

Erwin, Wasey & Co., 
has just completed a 
sumer research” 
company. This initial test of the 
product, it is said, showed 
while highest acceptance on com- 
petitive canine foods was 50 per 
cent, 80 dogs among the 100 tested 
barked heartily in favor of the ne 
dated meat loaf product. 

The new loaf comes in a heavily- 
waxed cardboard container, with a 
four-color label showing a dog all 
dressed up in a bib and ready to 
dine. It contains government-in- 


the agency, 
novel 
survey for the 


meal, 


“con- | 


that | 


spected beef and twice the daily 
minimum requirements of all vita- 
mins. Each package is said to keep 
its freshness at least two weeks 


after the date stamped on the cover. | 


Points likely to be stressed in 
planned newspaper copy are the 
meat loaf’s freshness, its conveni- 
ence in serving, and economy, with 
less than 20 per cent water content. 
Consumers in the 
urged to ask for the new product 
at grocery stores and meat markets, 
and, if the dealer doesn’t carry it, 
to telephone the company. 


SWERL EXTENDS SALES 
TO MIDDLE WEST 

San Francisco, April 17.—Follow- 
ing advertising and _ sales tests 
which began in May of last year in 
San Francisco, Oakland, 
Barbara and Portland, Swerl Prod- 
ucts Company now attempting 


1S 


No more bathtub ring 
when you use new Swerl suds 


And you enjoy a thrilling bubble bath, too, 
with this mew fimefabric suds discovery 


Gat bwert trom yous grocers today 
Se me me me Nees cm mee cn oe pm 
 adiaiaiieadl of some Middle West- 
ern areas, principally Nebraska and | 
Iowa. 

Its product, Swerl, shares 
synthetic detergent field with Col- | 
gate’s Vel and Procter and Gamble’s 
Dreft, and is claimed to be an in- 
stant suds maker in even the coldest | 
or hardest water Its promotion 
also features a “no more soap ring 
or film” slogan. 
| Newspapers are the principal 
media currently being used, 
some support from radio spots. Lord 
|& Thomas, San Francisco, the 
agency. 
| Greater promotion in the Middle 
| West and East for the product is 
| indicated by recent completion of a 
new factory and packaging plant at 
Buffalo. 


BROMO SELTZER TESTS 
MURRAY DANCE MANUAL 

| Los Angeles, April 17. — Emerson 
ae Company has launched a test 


1s 


w|of the pulling power of an Arthur | 


|Murray dance manual, offered on 
| the West Coast rebroadcast of the 
|}Bromo Seltzer program featuring 
|Ben Bernie. The booklets are be- 
ing distributed by dealers, who 
(handle them as part of a special 


Twin Cities are 


Santa | 


the | 


with | 


counter display. The offer may 
later be promoted from coast to 
coast on the Bromo Seltzer program. 
Ruthrauff & Ryan is the agency. 


DES-TEX CAMPAIGN 
GETS FLORIDA TRYOUT 
Miami, April 16.—Radio and 
newspapers are being used in a 
local 13-week test campaign for 
Des-Tex Distributing Company’s 
cleaning and moth-proofing fluid. 
Following the test, plans call for 


expansion of the drive throughout 
the Southeast. 

Newspaper copy calls attention to 
demonstrations of the product in 
neighborhood stores and stresses the 
of the 


uniqueness new cleaning 
agent which moth-proofs as _ it 
cleans. A radio quiz show on WIOD 


| wood, 


promotes the demonstrations and 
also includes a studio demonstra- 
tion and features sampling of the 
studio audience. 
Mark Byron, Inc., handles the 
| account. 
| 
DU PONT STEPS UP 
HOUSE PAINT COPY 
Wilmington, Del., April 16.— | 


Stepping up the scope of its spring | 


house 


mately 


paint 
50 per 


promotion 
cent, 


approxi- 


la newspaper campaign in 87 cities 
from coast to coast, featuring a new 
| “self-cleaning” Copy 
characterized by large size, news- 
style headlines, selected on the basis 
of tests conducted last year. The 
schedule calls for 17 insertions in 
each newspaper on the list, running 
through June. 

Opening insertion in the 
147 lines on one column, 
the headline, “Thousands 
New duPont House Paint.” 
explains that the paint 
longer because it’s actually  self- 
cleaning.” Following exposure to 
the elements, the message continues, 
“a fine white powder forms on the 
surface of this new paint.” This 
powder then washed away by 
heavy rains, “ 
|} it and exposing a fresh, 
| face.” 

The campaign will be resumed in 
| the fall, it is expected. Batten, 

Barton, Durstine & New 
| Fork, is the agency. 


TEST ZUMA, CHOCOLATY 
DRINK, IN MILWAUKEE 
Milwaukee, April 15. 
trating its test copy on a 
market, populous Milwaukee, the 
Corn Products Refining Company, 
New York, has launched a campaign 
to 


process, is 


drive, 
features 
Praise 
Copy 
“stays white 


is 


white sur- 


Osborn, 


Concen- 


put over Zuma, dry powder to 
be mixed with milk for “a wonder- 


ful chocolaty drink!” 

First copy for the new 
product broke in the 
Journal April 3 and the schedule 
calls for two insertions each week 
until May 27. In addition, five- 
minute news periods on the Journal 
station, WTMJ, are being used for 
the same 13-week period. C. L. 
| Miller Company, New York, handles 
the account. 


Young Leaves U. Ss. Post; 


Francisco Takes Over 

| James W. Young, well-known 

advertising man and former vice- 

president of J. Walter 

| Company, who has recently been 
serving as director of the communi- 


E. I. duPont de | 
| Ne mours & Co. this week launched | 


Thompson | 


cations division of the office of | 
|Coordinator of Commercial and | 
Cultural Relations Between the 


American Republics, has resigned | 
| to devote his time to private 
ness. It is understood that his pri- 


vate affairs, and especially his ranch 


|in the Southwest, will occupy his | 
time at least until fall. 
Don Francisco, former president 


of Lord & Thomas, who has been 
jin charge of radio activities of the 
communications division, will as- 
sume Mr. Young’s duties, but the 
latter will continue as a member of 
| the advisory committee on policy 
|}and as special consultant to Nelson 
| Rockefeller, head of the Latin- 
American organization. 

| ny 
‘Elwood Rejoins NBC 


John Elwood has rejoined the 
| National Broadcasting Company as 
manager of the international divi- 
sion. He is a former NBC vice- 
president and will supervise pro- 
graming for NBC’s Pan-American 
/network as well as European broad- 


| casting. 


busi- | 


| 


| 


carrying the dirt with | 


single | 


flavoring 
Milwaukee 


Fisher Named Head 
of Rickard & Co. 


H. L. Fisher, 
for the past 13 
years vice-presi- 
dent, has been 
elected president 
of Rickard & Co., 
New York 
agency, succeed- 
ing James R. 
White, who has 
become | sales 
manager of Clo- 
ver Mfg. Com- 
pany, Norwalk, 
Conn., producer 


of abrasives and H. L. Fisher 


grinding com- 
pounds. Mr. Fisher joined Rickard 
» 


22 years ago immediately after his 
return from service with the A. E. F. 
in France. Previously he was with 
General Electric Company. 


“Look” in Hollywood 
Look has opened offices in Holly- 


at 7046 Hollywood boulevard, 
with Charles H. Hornburg in charge. 


a 


EXECUTIVE 


@ We have in mind the $5,000 
executive who spent three days 
of his own time and that of five 
printers, getting estimates on the 
placing of a $200 order...The 
low bidder got the job, but the 
engravings were delayed, the 
composition had to be re-set, 
and two cuts were transposed. 
The $5,000 man has been “on 
the carpet” three times explain- 
ing matters...Plenty of valuable 
energy wasted over mistakes.. 

It is our business to help haateee 
save TIME, ENERGY and MONEY... 
We know printing, engraving 
and typography, backward, for- 
ward, up and down... we do it 
every day... Faithorn service 
and prices must be reasonable; 
or we wouldn't be serving so 
many important accounts. Try us! 


Exceptionally well fitted to submit ideas, 
make layouts, prepare sketches and draw- 
ings—through every step of production. 


This full page 
advertisement 
for Martha 
Weathered 
appeared in 
Harper 


It was 


Ma tha Mt vathired 


> 


s Bazaar 
prepared 
by Faithorn. 


ALWAYS 


THE FINEST AT FAITHORN 
FINEST ENGRAVING 
FINEST TYPOGRAPHY 
FINEST PRINTING 
You can use one or all—just as" you wish, 
but all are here, ready to serve you... 
Speed, economy and satisfaction assured. 


FAITHORN 


CORPORATION 
Telephone Wabash 7820 
$04 SHERMAN STREET 
CHICAGO 


DAY AND NIGHT SERVICE 
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ADVERTISING AGE 


April 21, 194) 


Gulf, Williamson, 
Colgate Revamp 
Radio Programs 


New York, April 16—Gulf Oil 
Company will join the ranks of 
advertisers who are taking advan- 
tage of the current interest in news 
April 27 when it takes over the 
Sunday night broadcast of “World 
News Tonight,” the Columbia 
Broadcasting System’s round-up of 
news from world capitals. The 


broadcast will be a summer replace- | 
ment for “Screen Guild Theater” | 


and will be aired over 78 CBS sta- 
tions from 7:30 to 8 p. m. in behalf 
of Gulf’s motor oil and gas. Young 
& Rubicam is the agency. 


Add 51 for Williamson dramatic serial will be aired from Kane Adds Accounts 

Williamson Candy Company will 10 to 10:15 a. m. over 60 stations | The Kane Advertising Agency, 
make a considerable expansion in | for Palmolive soap. Ward Wheelock | peoria, Ill., has added these new 
its radio advertising April 28 with |Company handles the account. /accounts: Martin Machine Com- 
the addition of 51 outlets to the sta- | Colgate-Palmolive-Peet Company | pany, Kewanee, Ill., builder of 
tion lineup for “Famous Jury) has replaced “Ask-h Dacket with se Bane ges ee eee 
Trials.” Now aired over 15 stations|a new program, “Colgate Talent |;:,, oor ond pes ng edivertis- 
of the Blue network of the National |Tournament,” a vaudeville show of ing , for R. G. LeTourneau, Inc., 
Broadcasting Company, the pro-|the air. The new program will be | Peoria, maker of contracting and 
gram will be heard “ae sen heard at the same time as the quiz | earthmoving equipment. 
org) a on = pg - ie. | program, Thursday from 8 to 8:30 | -———— 
spot with the advent of daylight aay agate yg 
saving time. Aubrey, Moore &| ; . ; 
Wallace is the agency. 


Ted Bates Kill Loss Leader Bill 


Failure of independent merchant 
| aaa | groups to win floor action ended in 

° , | defeat for a loss leader bill in the 
‘Minwax to O'Connell Iowa house of _ representatives 
| Minwax Company, New York,|during closing days of the 1941 


. . . ‘we-Pee , of . : 
Colgate-Palmolive-Peet Company | maker of waxes and wood finishes, | session. It sought to force mer- 


Colgate Shifts Shows 


to the NBC Red network effective | pany, New York, as advertising | least six per cent above wholesale 
with the April 28 broadcast. The | agent. | costs. 


Nothing SISWY alrout thin 


. . . because it’s one you can make yourself, 
just by looking around: The one all-absorb- 
ing interest of thinking, far-seeing people is 
the News. And how could it be otherwise, 
with the future cloaked in the smoke of 
battle, with conflicting social, economic, and 
political ideas shaping our lives? It’s not 
surprising, then, that news magazines like 
NEWSWEEK are ‘‘must’’ reading among 
people who want to be well-informed about 
. and what’s coming up. This 


what’s up. . 


eager desire for NEWSWEEK’s unique treat- 
ment of world events is reflected in newsstand 
demand, most sensitive gauge of public re- 
actions. For the last six months of 1940, 
NEWSWEEK recorded a 79% gain in news- 
stand sales... the largest of any general mag- 
azine. And because advertisers are quick to 
see the sales significance of NEWSWEEK’s 
cover-to-cover appeal, for the first quarter 
of 1941, NEWSWEEK showed a 64% gain in 
revenue, the largest of any general magazine! 


A WELL-INFORMED PUBLIC IS AMERICA’S GREATEST SECURITY 


Newsweek 


THE MAGAZINE OF NEWS SIGNIFICANCE 


Hear “AHEAD of the HEADLINES” 
Newsweek on the air every Thursday night over stations of the 
NBC Blue Network, 10:30 E. S. T.—9:30 C. §. T.—7:30 P.S. T. 


— 


C. H. McGILL 

Minneapolis, April 15.—C. H Mc. 
Gill, 75, founder and presid 
the McGill Lithograph Co, 
and leader in the graphic art. jp 
dustry in Minneapolis and th, 
Northwest, died April 7 in St 
Paul hospital following a hea: 
tack. He was the son of th: | 
A. R. McGill, tenth govern ; a 
Minnesota. ; 


of 


JOHN N. BROOKS 


Goshen, Conn., April 15.—J. ny 
Brooks, 70, vice-president 
Torrington Printing Compan: 


,lisher of the Torrington R, fois 
|died April 7 of a heart atti k o 
will shift “Bess Johnson” from CBS has appointed R. T. O'Connell Com- | chants to mark up retail prices at 


his farm here. He was presic ont o; 
two Torrington banks and th. 7, "i 
rington Water Company, vice- pres). 
dent of the Torrington § F ectr; 
Light Company and treasurer of th, 


| Warrenton Woolen Compan 
} 


FREDERICK A. TUTT 


Los Angeles, April 15.—Fr: de 
| A. Tutt, 59, southern Califor; ia ag. 
| vertising manager for Pacific Ryury 
| Press, died here April 8. le hag 
/been connected with the Rura Pr; 
| for over 20 years. 


JOHN ROGERS GORE 

| Miami, Fla., April 14. — Jo) 
Rogers Gore, 66, editor and pyp. 
ilisher of the Hollywood Ney, 
Hollywood, Fla., died at his hom 
| here April 8. A native of Louisvil} 
/he was at one time editorial writ; 
| for the Courier-Journal. He mov: 
to Miami 18 years ago and estab. 
lished the Hollywood News. 

| cnactidianaeaiaiai 


Keeley Beer Ope 
‘Chicago Campaign 

| “You must taste” Keeley beer be- 
|cause words and pictures can’t 
it justice, the Keeley Brewing Con. 
|pany, Chicago, is telling its Chicag 
jarea in newspaper space, outd 
posters, street car cards and | 
radio. The campaign will contin 
|through the spring and summer 
| One thousand line copy is bein; 
jused in the Chicago Tribun 
\the Chicago Herald-American. Ei 
jadvertisement plays up a choru 
|girl, a ball player, a race horse 
|some other object to tie in with th 
;copy theme that words and pictur 
can’t do justice to them either. T 
|radio program consists of a spor 
review over WIND every afterno 


“Airline Schedules” to 
Be Published Monthly 


A new publication to be issu 
monthly starting May 1, Air 
Schedules, will list commercial ai 
plane flights between every city 
the United States and Canada 1 
new, condensed form. Optior 
routes and stopover privileges 4 
are to be shown, as well as servic 
to foreign points. 

The newcomer is to be publish 
by Schedules, Inc., 420 Lexing! 
avenue, New York. Subscrip! 
is $5 per year. 


Gross to Katzinger 


Kenneth Gross, formerly " 
Ace Studios, Chicago, his oe 
named assistant to Curtis L. Pete™ 
son, advertising manager of Edw‘ 
Katzinger Company, Chica: 


JOHN BLAIR & COMPAR! 


National Represent«!ives 
of Radio Statior 


CHICAGO—520 N. Michigan Ave 
NEW YORK—341 Madison—Mu 
DETROIT—New Center Building 
ST. LOUIS—4S55 Paul Brown Bide 
LOS ANGELES—Ch. of Com. Bidg 
SAN FRANCISCO—608 Russ Bids 
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ADVERTISING AGE 


e TIMED WITH MIAMI POLICE PROBE 


\ 


e — ¢ 

Forget the silver... 1 
here's o Roth's Black Hawk 

\ i Tend’r Hom! 

ne - 


it was just an accident, according to Packer Displays, Inc., Miami, that this 

24-sheet poster appeared just at the time the local police department bumped 

into an investigation of its own efficiency. The inquiry followed a series of 
ick scething articles in the Miami Herald, criticizing police laxity and blaming it 
for an unprecedented number of robberies and burglaries. 


ST. LOUIS AD CLUB HONORS EDWARD MEAD 


‘aii 

Ooms 

ville 

rite 

OVE 

tat 

r be- 

* ¢ 

Con 

icag Old-timers of the St. Louis Advertising Club swapped memories as they paid 
tdi tribute to a fellow member, Edward Mead, who is to leave soon for work in 
d | New York City. He was given a life membership in the club and a testimonial 
tinue scroll signed by all guests. Pictured are (left to right) Douglas V. Martin, Jr., 


er St. Louis Globe-Democrat; George M. Burbach, St. Louis Post-Dispatch; Mr. 


being Mead, Woodward-Tiernan Printing Company; R. Fullerton Place, advertising 
> at counsellor; and the club president, Ray Maxwell, Missouri Pacific Lines. 

Ei 

h th OUTDOOR POSTER DRAWS DETROIT TRADE 

ctur 

Ae 

port: 

rma 

Air 

al ¢ 

city 

la i 

ptc 

es a 

serv 

blis! 

xing This six-color poster, lithographed by the Gugler Lithograph Company, Milwau- 


ript tee, for the Fintex Corporation, Detroit, has attracted much attention because of 
its unusual illustration treatment and copy idea. Howard D. Steere, Advertising, 
is the agency. 


PLAN EXPANDED DAIRY PROMOTION 


nd | Enjoy Garden 
| — 


*t members of the American Dairy Association executive committee, photo- 
Héphed at the recent meeting in Chicago at which the industry's advertising 


Pans ~ere reviewed and two new states—South Dakota and Indiana—were added 


~s © the nine which originally backed the campaign. Left to right, standing: Fred 
aaet ‘ther Montana; Harry Dodge, Kansas; William J. Murphy, North Dakota. 
*eatec Dr. Robert Prior, ADA vice-president, Washington; Dan T. Carlson, pres- 


- “ent, Minnesota; and Brice Landt, treasurer, Wisconsin. It is believed that 
*per 


| PHOTOGRAPHIC REVIE 
OF TH 
WEEK 


imately $500,000 will be available for the next phase of the campaign. 


* TUES Aven is 1941 * 
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More than 30,000 baseball calendars 
have been distributed to bars and grills 
in areas where products of the Carstairs 
Division of Calvert Distillers Corpora- 
tion are sold. G. Allen Reeder, adver- 
tising manager, is pointing to the pad 
of 165 sheets—one for each day of the 
playing season that started April 15. 


This painting by James Montgomery Flagg depicting fire fighters at work in a 

burning forest, which appeared on the front cover of The American Weekly 

April 6, has been reproduced on 300,000 posters that have been sent to govern- 

ment, civic and patriotic agencies throughout the country by the Forest Service 
of the U. S. Department of Agriculture. 


TOP-RANKING NEWSPAPER ADS IN MAJOR CLASSIFICATIONS 


CONOCO GERM 
PROCESSED OIL 
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High readership ratings were credited to these newspaper ads, according to the Bureau of Advertising's latest research find- 
ings: (1) 1,000-line Frigidaire ad rated first in household classification; (2) 795-line Johnson & Johnson ad, first in medical: 
(3) two-color 1,236-line ad for Treet, first in groceries; (4) 1,056-line Conoco ad, first in automotive; (5) 452-line Paul 


Jones ad, second in alcoholic 


Pees = aa 


Girls, girls and more girls feature the forthcoming drive for Formfit foundation garments. 


beverages; 


(6) 


744-line Chesterfield ad, second in tobacco products classification. 
(Story on Page |.) 


PROVOCATIVE BEAUTIES PUT ON ACT FOR FORMFIT 
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(Story on Page 24.) 
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36 ADVERTISING AGE April 21 
| FOOD FOR THOUGHT FOR ANY RADIO ADVERTISER | 
ti ‘ di 
e 
These exclusive NBC \ PLATE 
= 
specials can save you up to 
’ 20%...the more you order, 
| 
the less you pay! | 
} 
\ 
t 
ow often have you looked ata _— to the added groups. The accumulated These N BC ‘‘ Blue Plate’’ discounts, : 
menu and noticed that although — discounts can save you up to 20%. plus the fact that Blue stations are 1 
. e939 - m ‘ i) 
roast beef costs 80¢ a la carte, it’s yours The Blue also provides the normal — located in the Money Markets where j 
with five other courses for only $1.00 volume discounts and annual rebates _ the nation’s buying income is centered, 
on the Blue Plate Dinner? ‘This same — given by other leading networks, but explain why the Blue enables advertis- | 
modern merchandising technique is this system of Blue Plate discounts is ers to do a national advertising job at : 
available to radio advertisers on the — exclusive with the Blue. It is offered — the lowest cost of avy medium entering 0 
Blue Network of NBC through a sys- to help our fast growing clients to ex- the home. 
tem of *‘Blue Plate’’ discounts. pand their networks with a minimum = Narronat BRoADCASTING CoMPANY r 
Glance at the panel below for just — strain on their budgets. A Radio Corporation of America Service rs 
an instant. It shows you how much sc 
these ‘‘ Blue Plate’’ discounts save an 
advertiser who buys one half hour in BLUE DISCOUNTS FOR YW HOUR EVENINGS M 
the evening. Naturally the discount op- A TYPICAL TAS OR ADVERTISERS! a 
erates in a like manner for any other PLATE cas TY DISH FOR ERS! Is 
, . : “I 
time unit you may select. 
Notice that when you add the first of TOTAL ALACARTE BLUE PLATE BLUE PLATE 
our regional groups to the Basic Blue strands a ee DeCOUnE TOTAL co 
y — yr BASIC BLUE 30 «$4,560.00 wi 
you receive a discount of 5% — not PLUS SOUTHERN 38 5,050.20 5% ($252.51) $4,797.69 th 
merely on the cost of the regional alone PLUS SOUTHWESTERN 48 §,620.20 10% ($62.02) 5,058.18 vir 
js ; i ica va ia - b 
but on the $5,050.20 combined cost of PL S MOUNT AIN §3 §, 848.20 15 ( (S 7.23) +9 0.97 . 
: i a: ) 2 AY >, . . . ) ®) y/ 1 c ) 2¢C 4 
Basic Blue plus regional group. Like- Pl v , - safes epee vie 6,669.00 20 ats 1,333.80) 5,335.20 
‘ ; PLUS BASIC BLUE SUPPS 98 8,082.60 20% (1,616.52) 6,466.08 ' 
wise as you add new groups, your in- ect 
. : , Note: Volume Discounts have already been deducted from these prices. However, they are subject to an the 
creased discount is always applied to your lillie MONI dakney ae 40 tinal eubaiin. po! 
; t 
entire Blue Network instead of merely i 
| ae | 
g \ 
“METWORK OF LW/3G 
é ‘ 7 F 
. Program of the Month! “SONG OF YOUR LIFE’’—Tuneful with Harry Salter’s famous | and 
- of music... Dramatic with interesting stories about interesting people and the songs that have cha zeé 
their lives. .. M C’d by popular Ted Steele... A sure-fire commercial bet as evidenced by ast 


Hooper rating...On the BLUE NETWORK—9-9:30, N.Y.T., Saturday nights. 
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